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Why Gasoline Advertising 
Is Missing the Target 


An important new survey comes up with some rough 
criticism for you to think about ......... page 108 


Long-Term Leases Are Growing 


More companies are deciding they’re a good thing 
for management as well as dealers 


How a Jobber Saves 8 Hours a Day 


A new loading rack and power pumps did the 
job for Loizeaux Fuel 


The McGraw-Hill Magazine of Oil MARKETING Price Fifty Cents 








BRODIE SHOCK-FREE QUANTROLS— 
fully automatic quantity control 


Now every line from 2” to 8”, with capacities from 100 to 
1,300 gpm and working pressures up to 150 psi, can be equipped 
with automatic transfer and delivery control. One operator can handle 
several bulk transfers simultaneously. All that’s required is to set the 
BiRotor Quantrol and start the meter. When preset gallonage is 
reached, automatic SHOCK-FREE Shutoff stops the flow without 
shock damage to pumps, lines and equipment. Save manhours...avoid 
spillage hazards and losses with Brodie SHOCK-FREE Quantrols. 


Get full details today. 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 
DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 


167 Parkhouse St. 1227 Circle Ave., Forest Park, iil. 221 9th Ave. N. 5401 Sheila Street 


550 So. Columbus Ave. 
SERVICE FACILITIES IN ALL PRINCIPAL CITIES 


REPRESENTATIVES WITH STOCKS AND 





Basic training for driveway salesmen 


—in 52 minutes! 


Ethyl has prepared a new kit of seven 6-to-8- 
minute movies to help give driveway salesmen a 
solid background of information on engine oper- 
ation and gasoline. A good working knowledge 
of these subjects is essential in turning out a 
dependable, effective service-station team. 
Five of these sound-color films cover the 
car’s electrical system, distributor, spark plugs, 
valves and carburetor. The other two explain 
how gasoline is made and the importance of 


its characteristics to engine performance. 

This flexible new kit is just one of many items 
in Ethyl’s Recruiting and Training Program. 
All the R & T materials are designed to help 
find and hold good driveway salesmen. They 
can be used as a complete program or to supple- 
ment individual training activities. Talk with 
your Ethyl representative about the best way 
to put this new kit or the complete R & T pro- 
gram to work for you. 


ETHYL CORPORATION 


New York 17, N.Y. 
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No. 10 SAFETY SHUT-OFF VALVE 


for multiple service 
station pedestals of 
remote pumping systems 
or installations where 
elevated tanks keep 
pressure on dispenser 


OPW’S No. 10 Safety Shut-Off Valve, 
when installed below the island plat- 
form level, provides the fastest acting, 
most reliable safety control available 
for remote pumping systems. Should 
fire strike—should pedestal be bumped 
or overturned, the No. 10's fool-proof, 
sensitive mechanism shuts off flow of 
gasoline instantly—positively. Elimi- 
nates hazard — protects underground 
piping and storage. Valve can be 
closed manually to make pump re- 
pairs. 


Enjoy maximum protection. Bulletin F-29 tells how. Write for it today. 


Hold prime in the line for instantaneous gasoline delivery. 


No. 93-U PUSH-PULL EXTRACTOR 
TYPE VERTICAL CHECK VALVE 


(Standard Installations) 








The 93-U is easily installed in the base of any conventional gasoline 
pedestal. New improved wing guide steers the poppet to a positive 
leak proof seal—holding prime in the line. Immediately accessible. 
No threads to turn, no lines to break, no bolted gaskets to leak. 
Valve cage can be removed from body by merely loosening thumb- 
screw and extracting the cage. The No. 93-U’s many exclusive fea- 
tures provide you with the finest, most durable, most positive ex- 
tractor-type under-the-pump check valve for gasoline pedestal 


service. 


The No. 93-U is serviced without the use of any tools whatsoever. 
Ask us for Free Bulletin NP-23. It telis a fully detailed story. 
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It's no Coincidence... 





First polar flight i in 1926 with Richard * was 
made with Moma: jg 


On first westw 
Smith chose M 


Yes, it’s no coincidence today Mob I ft els 
lubricants are so widely met si 














SOCONY MOBIL OIL COMPANY. INC. 


and Affitiates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 
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Other McGraw-Hill 
Petroleum Publications 


PETROLEUM PROCESSING 
Piatr’s OnoraM News Service 
Piatr’s O1cramM Price Service 


NPN Editorial Office 
330 W. 42 St., New York 36, N. Y. 
Phone: LOngacre 4-3000 


NEWS BUREAUS 


Washington—Nat'l Press Bldg. Republic 7-6630 
Grorce B. Bryant, Jr., Chief; Guen Bay- 
Less, Donato O. Loomis 


Detroit—256 Penobscot Bidg. Woodward 2-1793 


Los Angeles —1125 West bth Ave, Madieon 6-981 fatars 


Joun K. Sumnn, Micnaet J. Murpay 
Atlanta- 130) Rhodes-Haverty Bldg. Jackson 3-695! 
onan. T. Dron, Jn, Chief; Frances 


Stee a Cee aan eee 
Ropert E. Cocnran, 
MELDRUM, MICHELLE 


Behind Our Headlines 


Faulty Gasoline Advertising 


Wis the Chicago Tribune disclosed the results of 
a study of gasoline buyers, NPN’s curiosity was 
aroused by the findings: Symbols register better than 
brand and company names; customer loyalty is small. 

While the results were publicized fairly widely, it 
seemed to NPN that further interpretation would render 
the information more meaningful to marketers. Chi-Trib 
surveys have their controversial aspects, but they have 
also won respect in the field of market research. From 
Pierre Martineau, director of Chi-Trib research, we re- 
ceived a pertinent elaboration on the thesis that gasoline 
advertising is faulty. A check of several oil companies 
drew concurring opinions that much of the gasoline ad- 
vertising is missing the mark. 

Our report on page 108 is significant because it con- 
tains some new and provocative thoughts that marketers 
may want to consider. 


Thanks for the Nice Award 


NOTHER award hangs on the NPN walls. I'd like 

to tell you about it, not only because it is a bit 
unusual but because we like to talk about awards that 
NPN receives—no modesty here. 
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Parkin 


It is a certificate of appreciation from the National As- 
sociation of Oil Equipment Jobbers, shown here being 
awarded by Jack Quilter, former NAOEJ president 
(Pump & Tank Co., Richmond, Va.). Receiving it for 
NPN is Bill Parkin, advertising sales manager, who has 
attended every NAOEJ convention since it was formed 
in 1951. Looking on is Harry Waddell, NPN publisher. 

The certificate reads, in part, “The staff of NPN has 
rendered valuable assistance, continuing encouragement 
and vital support to the NAOEJ since the association’s 
inception. Without this splendid support and cooperation 
from the world’s leading publication for the petroleum 
marketing industry, the development of the association 
would have been extremely difficult.” 

To NAOEJ, its officers and members, the NPN staff 
gives its sincere thanks. The support we gave was well 
deserved. 


FRANK BREESE, Editor 
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Neptune Meters make 


LA 


Halstead Oil Company trucks have interesting dual meter 
rig. In right side of compartment is 2’ Auto-Stop fuel-oil 
. meter, pump and reel combination. In left rear compart- 
ment is 3’ Red Seal compact with 3” piping for fast gravity 
delivery of gasoline. Halstead bought first Red Seal in 1945. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for ‘guaranteed factory-reconditioned units. 


money and save for others: 


TLANTIC| 


London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service . . . through 
Neptune’s Raleigh jobber . . . is important factor in his choice of meter. 


Working at temperatures from 12 below to 109 above, seven Red Seal 
meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. The meters were 
recently up-dated by adding Print-O-Meter registers, a move made eco- 
nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses. ; 
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Photo courtesy Allied Aviation Fueling Company of New York, Inc 


No danger of burst with 
B. F. Goodrich fueling hose 


Extra-strong, full-flow hose for faster, safer aircraft fueling 


pas an easy -to\-handle, long- 
lasting aircraft fueling hose with 
every known safety Poot, Da into it. 
It’s B. F. Goodrich Type 39, shown 
here delivering fuel at New York Inter- 
national Airport. 

A new braided wire and cotton con- 
struction gives this hose extra strength 
without making it stiff and bulky. The 
2” size, for example, is factory tested 
to 800 Ibs. psi. It has better than a 5- 
to-1 safety factor over the recommended 
250 Ibs. working pressure. Only high 


tensile stainless steel is used for the 
wire braid, so rust can’t form even if 
moisture should penetrate the hose. 

Strong as it is, this B. F. Goodrich 
hose is also flexible, easy to handle. It 
keeps its full round shape at all times— 
won't collapse to cause shut-offs or 
slow up deliveries. 

The cover is smooth, no ridges to 
snag on rivets or sharp edges. And it’s 
tough—oil and gasoline won't hurt it, 
nor will exposure to all sorts of weather. 

B. F. Goodrich aircraft fueling hose 


meets all NFPA proposed ypc 
tions as tentatively approved by the 
CAA, major airlines, and insurance 
underwriters. Call your B. F. Goodrich 
distributor for more information, or 
write B. F. Goodrich Industrial Products 
Company, Dept. M-882, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 





To THE EpiTor: 

“What the Highway Program Means 
to Oil Marketers” (NPN—Jan., p58} 
is a most interesting and informative 
article. 

Other than my general feeling of 
the value of the report, I have only 
two minor comments: (1) A news re- 
lease of the Bureau of Public Roads 
gives later data on location of inter- 
state system of highways to the effect 
that, as of Dec. 28, 21,813 miles of the 
40,000-mile system have been definite- 
ly located; and (2) I would be in- 
clined to question the extent of delay 
as long as two or three years in the 
program because of the requirement 
for public hearings. Undoubtedly there 
will be some delay at some points, but 
it is my feeling that highway officials 
will make every effort to minimize this 
delay with the aid of public education 
and other action. 

ARTHUR C, BUTLER 
Director 

National Highway Users 
Conference, Inc. 
Washington, D. C. 


Two or three years is the average of esti- 
mates made by oil company real estate 
specialists. Some guesses were higher. 
They don’t doubt intention of highway 
Officials to cut red tape, but do expect 
hearings to be lengthy and hard-fought. 


To THE EpiTcr: 


All too few people, in the industry 
and outside it, are fully aware of all 
the ramifications of the program and 
your comprehensive article should 
stimulate a lot of thinking. 

Considering the territory you had 
to cover and the necessity for “shoot- 
ing at a moving target” there are sur- 
prisingly few points that might be open 
to question. 

The APIC has been depicted as a 
rather gloomy group of prophets, pre- 
dicting that we expect 25 to 35 states 


APIC man not so pessimistic about increases in the 
gasoline tax ... putting in a word for billboards .. . 
appraising Frontier Refining’s stamp program 








to raise gasoline taxes this year. We 
do expect an unusually widespread 
threat of such legislation, but we’re 
by no means as pessimistic about the 
number of increases that will actually 
be approved. 

STEPHEN P. POTTER 

Manager, Publicity Section 
American Petroleum Industries 

Committee 

New York 


To THE Epiror: 

The subject is timely, and I think 
the way in which you have reported 
it will be of high interest to my asso- 
ciates in Atlantic’s marketing depart- 
ment. 

HENDERSON SUPPLEE, JR. 
President 

Atlantic Refining Co. 
Philadelphia, Pa. 


To THE EpITor: 


True, the article recognized that as- 
phalt paving will play an important 
part in the construction program. But 
it failed to establish that it can mean 
much more to the petroleum industry 
than a simple arithmetical expansion of 
a relatively minor market. 

Your article cited the shortage of 
cement and steel as one reason the cost 
of the program is crowding upward. 
This cost spiral, in turn, will inevitably 
increase the pressure for higher retail 
gasoline taxes. 

Here was the obvious cue for a pe- 
troleum publication to point out there 
is no shortage of asphalt with which 
high-performance, heavy-duty pave- 
ments can be built at minimum cost 
(20% to 50% less than concrete slab 
pavement). Lower cost asphalt paving 
for these superhighways offers the oil 
industry, through its own product, the 
best safeguard against runaway gaso- 
(Continued on page 10) 





COMING UP IN NEXT MONTH’S ISSUE... 


@ How Site Oil's shooting for coast-to-coast coverage 


@ A new look at a big debate: Two grades vs. multigrades 


@ Why underground storage pays off for Union Oil of California 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 












EVER-TITE 
Adapter and 





EVER-TITE 
Shank Hose 





















You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 


rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC, 
254 West 54th Street 
New York 19, N. Y. 
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WM. M. WILSON’S SONS, INC. 





LANSDALE, PA. 
MANUFACTURERS OF GASBOYS 
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Letters 





(Continued from page 9) 


line taxation to finance a steadily ex- 
panding program. 

Congress is pressing for greater 
speed of construction. Here again, we 
face possible delays due to steel and 
cement shortages. The use of asphalt 
can save money and relieve the finan- 
cial pressure, by-pass the cement and 
steel shortage to a considerable extent, 
and speed up construction since as- 
phalt paving is much faster than con- 
crete. 

GLYNN HARVEY 
News Editor 

The Asphalt Institute 
College Park, Md. 


To THE EpIToR: 
“What the Highways Program 
Means to Oil Marketers,” is an ex- 
cellent article, and I believe it covers 
the subject in a fine manner. 

ARVIN S. WELLBORN 

Chief Engineer and Secretary 

The Asphalt Institute 

College Park, Md. 


To THE EpITorR: 


The article has been read with much 
interest. It seems to be pointed to the 
effects of controlled-access highways 
in general, with particular reference to 
the national system of interstate and 
defense highways. Providing road users 
with fuel, food and shelter is an impor- 
tant and vexing problem which has 
the attention of many agencies con- 
cerned with arterial route planning and 
design. 

Under present thinking, service 
businesses will be developed along in- 
tersecting roads which have inter- 
change with interstate highways. Much 
research in types of signs and reac- 
tions of road users is necessary. 

I am confident that with increasing 
experience in the operation of con- 
trolled-access highways, a reasonable 
and practical approach to supplying 
fuel, food and shelter will be de- 


veloped. 
JoHN A. VOLPE 
Federal Highway Administrator 
Bureau of Public Roads 
Washington, D. C. 


Busy Billboards 
To THE EpiTor: 


Your article, “How Valuable Are 
Billboards?”, (N°N—Feb. p117), ap- 
pears to be an ubjective handling of 
the Union Oil Co. affair. 

The subject of a growth in public 
resentment to our medium is unques- 
tionably unfounded and, if it does exist 
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NELSON 


Eguamatic * 
TIRE INFLATOR 
RUGGED FORTRESS WALL 


dropping, banging can't hurt it! 


RUGGED REGULATOR SPRING 


stays accurate, dependable 
for years! 


@ RECALIBRATE IT 
RIGHT ON THE AIR LINE 


no cartridges to buy, nothing to 
return to factory. 


Only a NELSON Equamatic inflator offers 
money-saving dependability plus time- 
saving automatic inflation (just dial the 
pressure you want—get it automatically). 
Why settle for less? See your jobber now, 
or write today for free literature. 

*EQUAL pressure in each pair or set of 
tires — AUTOMATICALLY! 


SIV dal 4 


PRODUCTS INCORPORATED 





440 PERALTA AVENUE 


” SAN LEANDRO, CALIFORNIA 


Lee 


UNIFORMS FOR 
INDUSTRY 


Lee spruces up your whole force 
«With 20 Tough-Tailored Extras! 


Specially fashioned of Lee’s exclu- 
sive fabrics, Lee uniforms are cor- 
rectly proportioned to the body. Lee 
Tailored Sizes always fit perfectly! 
All garments are Sanforized! 


Lee’s 20 Tough-Tailored Extras 
stand up under hard wear, countless 
washings. Handsome Lee fabrics are 
durable, deliver true economy on 
any job! Shirts are smartly styled 
togive dress shirt appearance. Avail- 
able in 3 sleeve lengths and 3 body 
lengths in each neck size to fit men 
of any height or build perfectly. 


7 Lee Sales Divisions! 


Largest staff of trained consultants 
in the industry assures you of effi- 
cient service, whether your needs 
are large or small. Call or write the 
nearest division office; a Lee man 
will call promptly. 


H. D. LEE COMPANY, INC. 


WORLD’S LARGEST MAKER OF 
UNION-MADE WORK CLOTHES 
General Offices: 117 W. 20th St., Kansas City, Mo. 
Sales Offices at Atianta, Ga., South Bend, ind., 
Minneapolis, Minn., Dalles, Texas, Trenton, N. J., 

San Francisco, Cal. 








to any degree, comes from small, unin- 
formed groups. 

During the greater part of a year’s 
period, in a number of cases, our 
medium cannot supply the demands 
placed on it by the advertisers desirous 
of using it. 

WaRNER M. Moore 
President 

Outdoor Advertising Inc. 
New York, N. Y. 


Frontier's Stamp Plan 
To THE EDITOR: 


I have two reactions to the article 
“How About Your Own Stamps?” 
(NPN—Feb., p119). 

The first is a point buried in the 
article that seems to me one of the 
most important factors: the recogni- 
tion that a premium promotion is not 
only a very effective way of increas- 
ing sales, but also a much more econ- 
omical form of promotion than price 
wars. 

Knowing nothing about Frontier 
Refining Co.’s specific operation, I 
can’t comment on the wisdom of the 
company’s decision. I would, however, 
caution your readers to examine all 
the factors carefully before they make 
a similar one. 

In order to offer the consumer a 
desirable selection of merchandise and 
to deliver the premiums promptly, a 
substantial investment must be made. 
Also, should Frontier ever decide to 
discontinue its stamp plan, it must 
be prepared to redeem the stamps for 
a considerable time, and continue to 
maintain the cost of its premium oper- 
ation and inventory. 

While I have no direct knowledge 
of the trading stamp business since 
our assOciation does not represent 
trading stamp companies, I do know 
these companies are highly competi- 
tive and that, except for some huge 
supermarket chains, there have been 
few instances of retailers being able to 
successfully and effectively conduct 
their own stamp plans at a lower cost. 

So I would say, more power to 
Frontier. 

Gorpon C. BOWEN 
President 

Premium Advertising Assn. 
of America, Inc. 

New York City 


What's Your Opinion? 


We'd like to know. Send your 
comments, criticisms, sugges- 
tions to: Editor, National Pe- 
troleum News, 330 W. 42nd St., 
New York 36, N.Y. 
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Fuel delivery in narrow, one- 
way streets is easy with the 
HANNAY® Guidemaster. 
Combined with a HANNAY 
Hose Reel, this new hose 
guide helps make profitable 
deliveries to right or left with- 
out turning truck. For guided 
unwinding plus level rewind- 
ing. Send for bulletin. 

© 19: - 
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—— 


CLIFFORD B. HANNAY & SON, Inc. 
WESTERLO, N.Y 








JAMES E. BOLYEA, operator of the 10 & Little 
Mack Shell Service. 


FULL CONTROL over money, merchandise and labor is a major benefit of this National. CLEAN, MODERN SERVICE STATION runs on an efficient 
National System. 


“Our C/alional Cash-And-Charge System 
saves us *2,000 a year... 


1” 


pays for itself every 9 months! 


—10 & Little Mack Shell Service, $i. Clair Shores, Mich. 


“In a matter of minutes, the eleven 
automatic printed totals of our Na- 
tional System provide all the infor- 
mation we need to run our business 
efficiently and accurately,” writes 
James E. Bolyea, operator of the 10 & 
Little Mack Shell Service. ‘‘Previ- 
ously, it was a tedious job to secure 
control figures, and often money 
or merchandise could not be ac- 
counted for. 

“Now we have no worries about 
lost or forgotten charges or cash 
shortages. Sales slips are always added 
correctly and our customers like the 
legible, printed receipts which take 


no time to make out. 

“Separate cash drawers make every 
man responsible for his own cash, and 
make him realize he is a part of our 
business, thereby causing him to take 
a greater interest in serving customers 
and creating sales, 

‘Because of this increased efficiency 
and tighter cash and inventory con- 
trol, our National System saves us 
over $2,500 a year—pays for itself 
every 9 months!” 


atthe. 


Operator of St. Clair Shores, Mich. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Your service station, too, can eliminate 
inaccuracies and build better profits 
with a National System. Nationals 
save you valuable time and provide 
complete control over your operation. 
Call your nearby National representa- 
tive today. He’s listed in the yellow 
pages of your phone book. 
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Money-Making Ideas 


About high-wattage safety promotion . . . an island 
display case your dealers can build... a different 
march of dimes ... snagging more repeat business 


4 The miniature lighthouse stand- 
ing on the drive at Eddie Mur- 
phy’s Sinclair station in St. Albans, 
N. Y., is more than a promotion 
device for his headlight-aiming serv- 
ice. It’s a symbol of the emphasis 
he places on safety as the reason 
for checking every customer’s car. 
His checking program sells a lot of 
little things like fan belts and radia- 
tor hose, as well as bigger items like 
mufflers and wheel alignment jobs. 


$ 


A home-made display case helps 
merchandise sales for a Mobil dealer 
in Bakersfield, Calif. A wood and 
glass cabinet, about the same shape 
and size as a gasoline pump, is 
mounted on the island as a third 
pump. Front and back are all glass. 
Access is by means of a lock door 
on one side. A fluorescent tube for 
interior lighting is easily connected 
to the island current supply line. 


$ 


In the truck maintenance depart- 
ment of Humble Oil & Refining Co., 
they use a transmission jack for re- 
moving axle housing centers. A home- 
made adapter, when mounted on the 
jack and raised into position, can be 
bolted to the pinion shaft flange on 
the housing. With the housing secured 
in place on the jack, it can be rolled 
out from under the truck for repair 
or replacement. The adapter is simple 
enough so that several can be fabri- 
cated to fit a variety of trucks. 


A campaign to get more stations | 
in his district to sweep floorboards | 
gets a special assist from Humble | 
merchandiser Stoke P. Holmes. By | 
whenever Holmes visits | 


agreement, 
a station he passes out a dime to 


every man who is carrying a whisk- | 
broom in his pocket. The men who | 
don’t have a whiskbroom pay him a | 
plenty of dimes, of | 


dime. Takes 
course. 


$ 


In a state where names and ad- | 
dresses of license number owners can | 
be looked up easily, one dealer makes | 
up a list of his transient customers. | 
He sends each one a thank-you post | 


card. He has one message for those 
who live in another part of his own 
city, and another for those from out 
of town. The cards tell the hours 
the station is open, and invite the 
customer to stop in again. The scheme 


pulls a large volume of repeat busi- | 


ness. 


$ 


Bicycle congestion on the station 
driveway was cured by a Carter deal- 
er Spokane, Wash. Concerned by the 
large number of youngsters using the 
station premises for bike repair work, 
Dale Matheny took some available 
space off the drive to set up a sign, 
“Bicycle Service Only.” An additional 
message points out it’s safer not to 
ride bikes on the driveway. 


$ 


A sign that expresses the senti- 
ments of a large part of the oil 
marketing industry appears in giant 
size at a station in Ohio. On a space 
4 ft. wide by 7 ft. tall, the message 
reads: “Wanted: Customers, No Ex- 
perience Necessary.” 


$ 


Tidewater’s Western division is cir- 
culating a warning to dealers that 
dipstick readings on the 1957 Dodge 
V-8 may be off. On some cars, the 
dipstick tube has not been fully 
seated in the engine block. The con- 
dition is easily detected, and the 
tube can be driven home by improvis- 
ing a forked tool to fit the shoulder 
at the lower end of the tube. 
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Fuel Oil Dealer 





How many 


CUSTOMERS 


would you like 
this year? 


Here's the 
Hottest 
Answer 

to Gas 
Competition 
in 20 years! 





wy 


PROVEN: GREATEST Cugtomer 
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All over the United States and Canada, franchi 4 HY-TEST bit dealers are winning new 
customers with this revolutionary high test fuel oil that sells at regular oil prices! At last a fuel 
oil that out-performs gas heat, that out-sells any competitive oil! 


WHEN YOU BECOME A HY-TEST 303 DEALER 


You continue your present oil supply, converting it to premium HY-TEST 303 by the addition of 
the exclusive HY-TEST 303 additive. All dealers’ trucks are equipped with the patented ERIE 
METER SYSTEMS, INC. dehydrators and filters manufactured exclusively for HY-TEST 303. 
You can promise and deliver SAVINGS IN OIL USE UP TO 20%! The HY-TEST 303 
merchandising program goes to work for you exclusively in your area as soon as you are 
franchised. There is also available for your heavy industrial users of No. 4 & 6 oil— 
INDUSTRIAL HY-TEST 303. 




















HY-TEST 303 OFFERS 
ALL THESE EXTRAS TO 
YOUR CUSTOMERS... & 


» SAVINGS IN OIL CONSUMPTION 
font 5007 9 Here ¢ how you enutf-out 


eNO MORE SOOT DEPOSITS 


eNO MORE CLOGGING SLUDGE gas com tition 


«NO MORE CONDENSATE 
«NO MORE TANK CORROSION 


© ODOR-FREE OL 
° FEWER SERVICE CALLS 


MAKE NO MISTAKE! 


HY-TEST 303 has been imitated, but never equalled. 
Imitations are popping-up ail over, but no one has 
successfully copied the HY-TEST 303 formula — no 
one can offer you the exclusive ERIE DEHYDRATOR 
AND FILTER— no one can offer you the HY-TEST 
303 proven sales plan. The HY-TEST 303 dealer is 
in a class by himself —head and shoulders above 
all competition! 


14 
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Geter IN FUEL OIL HISTORY! 







Se A ee ® 
cpg [y 40©NEW YORK! 


a eS 
Hy-Test 303 gave us something = sa peg ACHUSETTS! “Hy-Test 303 has been the greatest 


we never had before — and our Sag.’ . n 33 
business shows it! Many customers in “We began selling Hy-Test 303 re wanna Penis. oe eer 
of business. 51 new accounts were 


this area buy fuel oil on an individual at the start of one of the stormiest aster : first 2 ered 
order basis. Repeat orders in this part winters in years. Our customers were “8M€@ Up in Our first « weeks 
y Hy-Test 303 franchised dealer! 


















of our business alone has been delighted with its performance .. . : 
increasing 15% to 20%! People with lower fuel bills and more heat Service calls have been cut down to 
have learned to look for, and insist in spite of the weather. such an extent that we are p lanning 
on, the distinctive Hy-Test 303 “Price competition is no longer a to reduce the cost of sconlheenthtcund 
Erie Dehydrators on our trucks.” factor with us.” contracts next year. 
George Kaneb Mrs. Catherine Y. Woodbury Michael C. Winetsky 
DEVITT FUEL LTD. C. Y. WOODBURY, INC. CONSUMERS COAL & OIL CO. 
Cornwall, Ontario Quincy, Massachusetts Rockville Centre, N. Y. 





WEST VIRGINIA! 


“Becoming a franchised Hy-Test 303 
dealer is the best move we've ever 
made. In our first 3 months of 
operation, we’ve increased our 
business over 10% and ended costly 
customer turn-over.” 





NORTH CAROLINA! 


“Starting our franchise in mid-season, we 
increased our business nearly 15% in the first 
30 days! The absence of soot in our customers’ 
burners has been visible proof to them of 
Hy-Test 303’s superiority.” 





























Sink Walser H. O. Anderson 
» MID-STATE OIL CO. H. O. ANDERSON 
Salisbury, N. C. Martinsburg, West Virginia 







You get 
all thie! 


JOHN VALK, JR. , President 
For information regarding an 


exclusive franchise in your area — HY-TEST 303 CORP. 


WRITE, CALL or WIRE 
7 Meadow Road, Rutherford, N. J. 
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Prevent costly vapor 
Coos with pressurized 


OPW 
Bp \ 14 
"4, ee) 


No, 209 10” 


There's a vapor saving OPW Tank 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your iNVEST- 
MENT against vapor loss due to 
product expansion and tempera- 
ture variation, Weighted to speci- 
fications, OPW Tank Vents trap 
and hold vapors and release only 
ot set pressures, insuring maxi- 
mum protection and dollar divi- 
dends, Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 

Send for OPW Tank Venting and Emer- 

gency Relief Recommendation Chart! 


OPW CORPORATION 
2735 Colerain Ave, 
Cincinnati 25, Ohio 

Kirby 1-5400 


Vo~% 
) 
wy 








What They’re Saying 


About the jobber of tomorrow .. . ten years of tight 
money ahead... taking a hard, fresh look at labor 
relations ... paying our astronomical highway bills 


© Unfortunately, there is a tendency 
in some quarters to think of the corpo- 
rate citizen as an inanimate object 
which can be prodded without pain 
and which can be attacked without 
actually harming anyone . . . But, large 
or smail, the corporation is people and 
if these people are penalized in their 
collective role as a corporation, they 
are penalized as individuals.” Henry 
B. du Pont, vice president, E. I. du 
Font de Nemours & Co. 


@@The jobber of tomorrow will be 
an instructor of men. Instead of try- 
ing to do all the work himself, he will 
train others. He will be a management 
consultant to those who purchase from 
him . . . He will be a forecaster of the 
needs of the people in his community 
. .» He will not be surprised at changes 
in use Or competitive strategies. He 
will anticipate them.” L. T. White, 
manager, business research and educa- 
tion, Cities Service Petroleum, Inc. 


@@] suspect that very few people 
indeed realize that profits, over a 
period of time, are the only true 
measure of efficiency of a competitive 
free-enterprise economy such as ours. 
Only a profit-and-loss system, care- 
fully designed and installed in each 
operating subdivision, permits the 
individual in charge to accept authority 
and responsibility and gives him the 
tools he needs to make sound, long- 
term decisions.” Albert L. Nickerson, 
president, Socony Mobil Oil Co. 


©@@The nation can expect tight money 
for at least another decade if expan- 
sion plans of private industry and 
government are carried through.” John 
F, Austin, Jr., president, Mortgage 
Bankers Assn. of America. 


@@ Energy is bound to play a kev role 
in Asia’s future. Among the energy 
sources, petroleum may well make the 
least demand on national resources. 
It brings with it much of its own 
financing. It pays important taxes. In 
contrast, nationalized energy sources 
do not usually provide these advan- 
tages. Petroleum may be expected to 
play an important part in Asia’s fu- 
ture.” W. F. Bramstedt, president, 
California Texas Oil Co., Ltd. 


@@ It seems to me that we should all, 
employers and employes alike, make 
a fresh appraisal of the subject of 
labor-management relations. The kind 
of thinking that was done in the 30’s 
and 40’s is already outdated. The old 
system based on force and conflict is 
rapidly becoming obsolete. Already 
there is evidence that the new system 
is emerging; when it comes fully into 
view both the old-fashioned union- 
hating employer and the old-fashioned 
employer-hating union will be a thing 
of the past.” John G. Pew, Vice Presi- 
dent, Sun Oil Co. 


@@ American’s investment in highways 
over the next 13 years will reach an 
astronomical $95-billion with peak 
spending of between $8-billion to $9- 
billion a year coming in the early 60’s.” 
Harmon S, Eberhard, president, Cater- 
pillar Tractor Co., Peoria, Ill. 


@@ It might be well for a change to 
look around at the blue skies and 
sunshine. Everything in this jobber 
business isn’t dead cats and tom-toms. 
There’s milk and honey to be had too, 
both mental and physical.” H. F. 
Horning, executive secretary, North- 
west Petroleum Assn. 


@@ Today we are trying to retain the 
advantages that go with bigness of 
government and bigness of enterprise 
and, at the same time, preserve the 
values that were common in the days 
of the small institutions. The remedy 
is decentralization.” A. A. Stambaugh, 
chairman of the board, Standard Oil 
Co. (Ohio). 


@@A very large segment of our in- 
dustry, particularly at the local level, 
is unaware of the headway our com- 
petition is making. In many areas our 
product and the appliances that use 
it are losing acceptance in the con- 
sumer’s mind.” A. W. Conover, pres- 
ident, Equitable Gas Co.,, Pittsburgh. 


READ Ahead of the News 
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7 AIR and WATER on the island 


... speed service... build sales...save steps 


ECO Islanders® put air and water right at your fingertips 
where you can give extra service faster and easier at the greatest 
convenience to you and your customers. 

Islanders let you provide the one-stop gas, air and water 
service that mark the truly modern station and keep customers 
coming back, What's more, you save valuable time for selling 
and make the most of costly station space. 

Available with or without automatic tire inflation in a wide 
range of models to harmonize with any station layout. 

ECO Tireflators provide automatic tire inflation for post, 
wall or overhead remote installation. 


Bennett Pump Division 
JOHN WOOD COMPANY: ttusnegon michigan 
District Offices: Albuquerque « Atlanta « Baltimore * Boston « Buffalo * Charleston * Chicago 


Cleveland * Dallas * Denver * Detroit »* Kansas City * Los Angeles * New Orleans * New York 
Philadelphia ¢ Pittsburgh * Rochester « SaltLake « Seattle * St.Paul »* San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED - Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable "WOODINTER” 





“Bill, that was a fine report 

you made on our anti-freeze 

sales situation.” “Thanks—Du Pont’s field group of anti- 
freeze sales specialists really made things 
a lot easier for us this year.” 


With Du Pont “Zerone” and “Zerex’”’ you get year-round assistance 
from field anti-freeze sales specialists to help you sell. They offer a 
sales-training service that builds a more forceful and aggressive anti- 
freeze sales program for you. This is just one of many benefits you get 
with Du Pont’s Plan for Anti-Freeze Profits. 

Others are: Two nationally known and accepted brands of anti- 
freeze serving both the standard and permanent markets; proven dis- 
tribution efficiency ; the selling power of the name Du Pont; the quality 
and dependability of “‘Zerone” and “‘Zerex’”’— America’s largest-selling 
anti-freeze team. 


E. I. du Pont de Nemours & Co. (Inc.), Wilmington 98, Delaware 
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ZERONE® --: ZEREX® 
ANTI-FREEZE 


QU PONY 


REG. U.S. PAT.OFF. 


BETTER THINGS FOR BETTER UVING 
..- THROUGH CHEMISTRY 
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Now You can get the advantages of... 


? 


4 TESTED, TO PROVE SUPERIOR PERFORMANCE, LONGER LIFE 


The Rockwell meter test station provides unex- 
celled facilities for putting meters through their 
paces. Here Rotocycles with the new design rotor 
were given exhaustive breakdown tests. They 
were run ’round the clock at accelerated rates of 
speed. They were exposed to shocking start and 
stop tests, high temperatures and tested for ac- 
curacy and sensitivity on such liquids as 500 to 
2500 SSU oil, high test gasoline and No. 2 fuel 


oil. Pressure loss, accuracy and wear were all 
plotted during the life tests on these liquids. 

Thus we know and you can be sure that Roto- 
cycles with this advanced design will give excellent 
performance, longer life and with less maintenance 
on all liquids that can be metered. 

A full line of these new models for pipe line 
and bulk plant service is in production—ready 
for your profitable use. Write for bulletin OG-411. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 


Chicago Dallas 


Denver Houston os Angeles Midland, Tex. - 


New Orleans New York N. Kansas City Philadelphia Pittsburgh | SanFrancisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, Ltd. Factory and Service Guelph, Ontario; Sales Office Toronto, Ontario. 


NATIONAL PETROLEUM NEWS + March, 1957 








ROCKWELL (070C/C/ METERS 
with CRANK CONTROL 


NEW ROTOR DESIGN IS SIMPLE, STURDY, 
HAS FEWER PARTS, IS PERMANENTLY TIMED 


The recently announced coordinated linkage 
method for controlling the rotating vanes in 
Rockwell Rotocycle meters does not change 
the basic proven principle of this meter's 
operation. It does offer these added benefits: 


GREATER CAPACITY— Meters with this new 
construction run more freely and with better 
balance. Hence their capacity has been in- 
creased approximately 20% on all sizes. 
LONGER LIFE and easier maintenance can be 
expected from this improved design since 
there are fewer parts and many less points to 
wear. 


PERMANENT TIMING is assured since there is 
only one possible way to assemble this new 
rotor and this method automatically and 
correctly positions the vanes. 


RUNS QUIETLY—The new, smooth operating 
crank and link construction eliminates all 
objectionable noise. 


HIGHER RATINGS, EASIER IDENTIFICATION 
Basic Rotocycle meter sizes are now identi- 
fied by their maximum capacity ratings. For 
example, the new No. 600 Rockwell Roto- 
cycle has a normal capacity range of from 
120 to 600. gpm. Other large sizes for bulk 
plants and pipe lines are the No. 400 and 
No. 1000. 


CONVERSION KITS AVAILABLE—The 
advantage of greater capacity, fewer 
parts and longer life in this new design 
ere available to all users of earlier 


TOP VIEW OF NEW ROTOR—Note 
the four arm control plate. The hub of 
this plate is mounted eccentrically to 
permit the control arms: to position 
the vanes. The design is simple, clean, 
readily accessible. 


POSITIVE TIMING ASSURED—Here a 
link is being fitted on a control plate 
pin, ready to be lowered on a vane 
shaft. Flat of control arm engages fiat 
on shaft to permanently secure vane for 
correct timing. 


March, 1957 * NATIONAL PETROLEUM NEWS 





New Purolator Separator Filters 
remove 99.95% of water and 
99% of solids from Avégas and jet fuel 


tion of 15 psi—the effluent is clear and water-free. 


99 percent of all solids and 99.95% of the water 
can now be removed from both Avgas and Jet fuel 
by PurOlator’s new Separator Filters. These new 
Separator Filters are rated — 300 gpm for Avgas; 
225 gpm for JP-4, JP-5 kerosene, and 180 gpm 
for diesel fuel. The military mode! is Naval Engi- 
neering approved and its commercial facsimile 
performs with the same degree of efficiency. 


PurOlator Separator Filters more than meet 
Naval requirements — water removal being 100%, 
dirt removal better than 99% with differential 
readings substantially below the maximum limita- 


The Commercial adaptation differs from its 
military counterpart in that its housing is made 
of steel with aluminum division plates whereas 
the Navy requires aluminum bronze throughout. 
These models can be mounted horizontally in the 
rear bucket box compartment of refuelers, on 
carts or in a stationary installation. 


For full details, write PurOlator Products, Inc., 
Front and Linden Streets, Allentown, Pa., 
Dept. B5-31. 


Filtration For Every Known Fluid 


PUROLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


NATIONAL PETROLEUM NEWS * March, 1957 





For farms, institutions, estates 


NEW, LOW COST, HIGH QUALITY 
PUMP WITH ROLLER CLOCK 


Here’s a new, quality-built pump for fast, easy two other models: FMP-2 with 20-gallon dial 

fueling on farms, institutions and private and standard meter; and the FMP-3 without 

estates. It’s the Gilbarco FMP-4, an electri- meter. 

cally-operated pump that costs little to buy. You get more pump for less money with a 
The Gilbarco FMP-4 has the same high Gilbarco FMP! For further information write to: 

quality and dependability that have made 

Gilbarco pumps the standard throughout the 

world. The FMP-4 features the same, smooth- 

running, trouble-free rotary pump used in 

Gilbarco service station models . . . an adjust- 

able meter . . . new roller clock .. explosion- 

proof 4% HP motor... rigid heavy steel con- 

struction . . . long-lasting Bonderized enamel 

‘ finish. It’s easy to install and easy to use. 

Gilbarco Farm Pumps are also available in 


March, 1957 + NATIONAL PETROLEUM NEWS 





There's a 
reason 


why 


PONTIAC 


pereno on = sit’ AAA RP © Luse EQUIPMENT 


for more and more car dealers 


With ARO Reels overhead, you step up efficiency on every lube 
LUBRICATING job ... keep floor areas clear .. . save time, steps and effort. 
equipment Also, Aro’s eye-to-the-future styling helps to merchandise this 
service to your customers. Another big plus—Aro-engineered 
dependability! 
AROLUBE SERVICE REELS Feature by feature, ARO helps ring up top lube profits for car 
Overhead service for chassis, gear, dealers, garages, and service stations everywhere. Whatever 
A.T.F., motor oil, water and anti- your needs—Arolube equipment is the money-making answer! 
freeze. See your Automotive Wholesaler. 
THE ARO EQUIPMENT CORPORATION © BRYAN and CLEVELAND, OHIO 
Aro of California, 3141 S. Grand Ave, Los Angeles 7, Calif. 


Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


® 
LUBE EQUIPMENT 

ARO Also... Alr Tools ... Alveraft 
Products . . . Grease Fittings 
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Read how one oil marketer proved that people can outsell prices: 


“In previous years, we felt it necessary to meet 
the price of our competition. By providing an 
incentive through your program, we were able 
to sell our tires during the heavy tire price re- 
duction months . . . maintain a higher price 
than our competitors . . . and also increase our 
sales materially.” 


ou can talk back 
to price competition 


35 years’ experience has taught our ex- 
ecutives how to gain the interest of every man 
and hold it throughout the campaign . . . how to 
produce both immediate sales gains and long- 
term sales training benefits. 


More than 400 people are available as 
needed to plan your campaign, create promotion 
material, arrange preferred-guest travel, buy 
and ship prizes, handle all correspondence and 
detail. Your people are free to concentrate on 
regular sales management duties. 


Luxury travel and merchandise 
awards provide an incentive for every taste, 
every budget and every level of sales ability. 
A world-wide travel organization assures red- 
carpet treatment for groups in any resort or 
country. The full-color C-M catalog gives your 
winners a choice of more than 1,400 nationally 
famous prizes. 


_Profits pay for prizes. You make no in- 
vestment, carry no inventory, pay for prizes 
after your men have earned them. Travel is 
billed at carrier-resort rates, merchandise at 
wholesale prices, printing at cost. Campaign 


service is free—being provided by normal dis- =, 


tributor and travel agency discounts. 


There are two major reasons why the Cappel, 
MacDonald plan works in the toughest com- 
petitive situations. 

First—most men love their families more 
than their employers! We don’t ask your man 
to do something for the boss . . . but something 
to impress his wife, his family, his friends. We 


/, don’t pound desks ...we put family influence 


to work. 

Second—an immediate, tangible, personal 
incentive brings out the best in a man! We 
offer him a chance to live like a millionaire at 
a famed resort ... to give his wife the one lux- 
ury she dreams about. We tell him how to win. 
And human nature does the rest! 

Why not put human nature on the side of 
your marketing strategy? In less than 3 weeks 
time, you can have your people really talking 
back to competition. 


Get the facts now! 

For free hints on motivating 

salesmen, phone the nearest . 
Cappel MacDonald office, or e 
write on your letterhead for S 
“Who’s Selling Who?” Capper MacDonaLp 
AND Company, Dept. H-3, Dayton 1, Onro. 


Cappel, MacDonald & Company i Featuring Air Travel on... 


Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
@ SALES INCENTIVE PLANS 
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AMERICAN CAN COMPANY 
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A lower-cost “dripless” can... 
easy to sell—easy to use! 


At last—the perfect container for 
outboard motor oil . . . a can that offers 
the user convenience and safety and 
gives your product important sales 
“extras” at low cost! 

The Accu-Por container pours freely, 
accurately, yet won’t drip a drop when 
righted. It is easy to handle, can’t break, 
is light in weight. It’s available in 16-oz. 
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and 32-oz. sizes, priced as much as 25% 
below comparable containers. 

This remarkable all-metal can is also 
highly suited for gasoline conditioners, 
brake fluids, radiator cleaners, paint re- 
movers, paint thinners, and other prod- 
ucts, liquid and dry. 

Ask your Canco packaging expert 
today for further information! 
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IN EATON 2-SPEED AXLES 


it’s the 
PLANETARY 
that makes 


the 
difference! 


REDUCES STRESS AND WEAR 
ADDS TO AXLE LIFE « CUTS MAINTENANCE 
KEEPS TRUCKS ON THE JOB - LOWERS OPERATING COST 


Eaton’s exclusive planetary construction distributes 

gear-tooth loads over four “planet” gears, holding 

stress and wear on any one gear tooth to a minimum. 

Completely locked out in the high speed range, these 

four gears rotate only slowly in the low speed range. 

The result is quiet operation, easy clash-free shifting, 

minimum wear, materially longer axle life. This rugged 

planetary design, plus forced-flow lubrication enables 

Eaton 2-Speeds to establish outstanding performance 

records. Eaton 2-Speeds also reduce stress and wear More than Two Million 
on engines and all power transmitting parts; they — acer Bee as ta . 
make it possible for trucks to haul more, quicker, see your truck dealer. 
longer, at lower cost. 


AXLE DIVISION —— — 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


B) roover S: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat inserts * Jet Engine Parts * Hydraulic Pumps 
Motor Truck Axles * Permanent Mold Gray Iron Castings ° Forgings ° Heater-Defroster Units * Automotive Air Conditioning 
Fastening Devices * Cold Drawn Steel * Stampings * Gears * Leaf and Coil Springs * Dynamatic Drives, Brakes, Dynamometers 
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FILLERS HAVE NO EQUAL FOR ACCURACY 


Cities Service Oil Company in Cicero, Ill., fills one-quart cans of motor oil using 20-Pocket M&S Filler, 


Absolutely Accurate, Clean, Uniform Filling Without Waste 


up lo 500 gpm! 


FMC offers fillers of highest speed and accuracy for 
every oil filling job. By actual comparison testing, M&S 
positive displacement type fillers give you what you need 
most in a filler — 


1. Hicn Accuracy. Exclusive pre-measuring principle 
of M&S insures consistent filling accuracy for higher 
case yield per batch of product. 


2. Low MAINTENANCE. Rugged construction and pre- 
cision engineering of M&S assures long life and depend- 
ability under the heaviest production requirements. 


3. Hicn Sreep Operation. The M&S line includes 
fillers in every speed range —equalling the speed of latest 
cappers and closing machines — without sacrificing ac- 
curacy. 


4. Important Desicn ADVANTAGES. Such FMC “firsts” 
as the precision “No-can, No-fill” mechanism, the com- 
bination chute-belt-worm timer for gentle high-speed 
handling of lithographed cans, and a host of other refine- 
ments, make M&S Fillers tops for fast, clean filling. 


M&S Fillers—recognized “Standard of the filling in- 
dustry” for more than 70 years. 
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EVERY CANNER OF OIL WILL 
WANT A COPY OF THIS 


NEW Fwc-mas FILLER BULLETIN 
No. CMD-701W 


PACKED WITH FACTS 
ON PETROLEUM PRODUCT 
FILLING AND CASING 


This brand new bulletin 

is yours for the asking. 

It illustrates and describes 

the complete M&S Filler line, giving 
pertinent data and specifications on each 
model. Write the FMC office nearest you, 
today, or call your FMC representative. 


FOOD MACHINERY 
AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Seles Offices: 


WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 
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MAXIMUM ACCESSIBILITY 


““Frame-Kontact” design leaves the 
entire underbody completely acces- 
sible for lube and repair work. 
Wheels and suspensions hang free 
. .. alllube points, as well as mufflers, 
brakes, rear ends, springs, trans- 
missions, and starters are within easy 
reach. Mechanics do better work 
faster... they can see and work 
without obstruction. 
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IMPROVED LUBRICATION 


The diagram below shows the lubri- 
cation advantages offered by “Frame- 
Kontact” lifting. When a vehicle is 
lifted by the wheels or axles, the 
wear surfaces resist lube penetration. 
But when a car is lifted by a “Frame- 
Kontact” Hoist, suspensions are re- 
laxed, wheels hang free, and lube 
fully penetrates all wear surfaces. 
The job is done faster . . . and better. 


a 


CONTINENTAL ADAPTERS, 
STYLED TO THE FUTURE, 
LIFT ALL CARS 


Equipped with the new “Continental” 
Adapters, ““Frame-Kontact”’ Hoists 
lift every car safely and easily. Adap- 
ter arm rotates 360°. . . provides 
completely flexible adjustment. Firm, 
solid, widely-spaced support is given 
the car frame . . . European cars, cars 
with “‘unitized’’ bodies, jeeps, light 
trucks, convertibles, even three 
wheelers are readily lifted. 


PAYS OFF MANY WAYS 


Wher you install a “Frame- 
Kontact’”’ Hoist you benefit by re- 
duced servicing time on 75% of all 
repair jobs through maximum un- 
derside accessibility. Jobs move in 
and out faster, and you provide 
superior lubrication because wear 
points are opened up and more 
readily penetrated. 

You have a better opportunity for 
extra sales and service. It’s easier, 
when a car is up on a Hoist, to make 
a quick check for faulty parts and to 
suggest repairs and accessories to 
the customer. 


FREE... 
FOR PRESENT USERS! 


The current issue of Globe Hoist 
Data Bulletin gives complete 
lifting instructions for 1957 cars. 
Write for your free copy. 
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PAYS BIG DIVIDENDS: 


OUTSTANDING 
PERFORMANCE RECORD 
OF GLOBE PACKING 


The Globe “Surface-Packed” Cyl- 
inder gives Hoist users the maximum 
in trouble-free performance. Long- 
life packing, pioneered by Globe, 
keeps oil in, dirt and water out. Ex- 
tra-smooth cylinder surface keeps 
packing wear a 


Performance tests of thousands of 
lifting operations under heavy loads, 
equivalent of up to 12 years normal 
use, prove the durability and the 
trouble-free, wear resistance of 
Globe’s packing. 


TIME PAYMENT PLAN GETS YOU A 
GLOBE “FRAME-KONTACT” HOIST 
FOR ONLY PENNIES A DAY! 


Anyone can own a world-famous 
Globe “‘Frame-Kontact” Hoist and 
pay for it out of increased profits. 
Using Globe’s new Time Payment 
Plan, terms can be arranged for a 12, 
18, 24, or 36 month period, so that 
the cost of the Hoist is actually paid 
for out of the extra income gained by 
using it. The Globe Hoist best suited 
to your requirements can be pur- 
chased for “‘pennies-a-day.” 

It costs so little to have the best 
lift in your shop ... as little as 69c 
per day. Write for more information. 
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“Frame-K ontact” Hoist owners— 
whether they have one Hoist or a 
battery of twenty or more—are 
satisfied owners. 

The Service Manager of the shop 
having the battery of 2-post ““Frame- 
Kontact”’ Hoists shown above, re- 
ports: ‘‘We did a lot of investi- 
gating before we installed this 
battery of ‘Frame-Kontact’ 
Hoists. Everybody we called on 
was enthusiastic about their per- 
formance and qualifications. 
Now, we’re enthusiastic, too. 
We’ve found them to be com- 
peer satisfactory in every way. 

hey get the job done in a hurry 
and help keep the shop neat and 
clean.’’ 

A repair shop is convinced Globe 
““Frame-Kontact” Hoists give added 
impetus to orders: ‘‘In a typical 
month, we’re writing twice as 
many orders as we did before 
our ‘Frame-Kontact’ Hoists 


COVERED BY GLOBE PATENTS 


The world-famous principle of 
“Frame-Kontact” lifting was invented, 
patented, pioneered, and licensed by 
Globe Hoist Company. It is covered 
by U. S. Patents: 2458986—2593630— 
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were installed. There is no ques- 
tion in my mind that had we pur- 
chased lifts of any other type, a 
good portion of this increase 
would not have been possible.’’ 

A Milwaukee, Wisconsin, service 
station owner with a single-post 
“‘Frame-Kontact” Hoist says: ‘‘We 
couldn’t get along without our 
‘Frame-Kontact’ Hoist. It 
helps us get jobs done faster . . . 
keeps our customers happy with 
better service.”’ 

These examples are typical of the 
enthusiastic response found from 
coast to coast—and abroad—among 
users of Globe “‘Frame-Kontact” 
Hoists. If you would like further in- 
formation about any of the world’s 
most complete line of automotive or 
heavy-duty truck Hoists, simply 
write to: Globe Hoist Company, 
East Mermaid Lane at Queen St., 
Philadelphia 18, Penna. 


2583635 — 2612344 — 2612355 — 
2654443. Other patents are issued and 
pending. 

Globe “Continental” Adapters: 
Patents pending. 





US OIL MARKETING HOSE 





“This hose beats ’em all” 


says oil equipment jobber to his 500 customers! 


“U. S. Oil Marketing Hose beats them all,” says R. H. 
Wishman, oil equipment jobber of Buffalo, N. Y. “That's 
why I wouldn't think of recommending any other to my 
customers. I do industrial servicing. Therefore, it’s nat- 
ural that I use ‘U.S.’ Hose exclusively on my own trucks. 
Its high flexibility makes it easier to handle — safer to 
use (never stiffens up) in cold weather. We pull it over 
gritty, sharp surfaces without harm. We use it in sub- 
zero temperatures, and in 100-degree-plus weather. I’ve 


Mechanical Goods Division 


standardized on U. S. Oil Marketing Hose, and expect 
to get many years service from each one.” 

U. S. Oil Marketing Hose is so efficient and durable 
because it is designed and built by men who made in- 
tensive studies of what is required in a hose, and made 
up their minds to turn out the best oil hose obtainable. 
You can get it at any of the 28 “U. S.” District Sales 
Offices or selected distributors or get in touch with us at 
Rockefeller Center, New York 20, N. Y. 


Watch NCAA football, Saturday afternoon, NBC-TV 
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Cooper ... the franchise of opportunity 


for dealers who 


want to be top man 
on the totem pole 


Cooper makes you heap big Chief 
with plenty wampum 


Put your name on a Cooper franchise and nice things begin 
to happen for you. Right from the beginning Cooper makes you top 
man on the totem pole—and has what it takes to keep you there. 


No longer is there an Indian sign on your progress. 

There is no outside interference in your business affairs, no 
company-owned stores, no multiple dealer competition, no lost 
customers because of an out-dated adjustment policy, no 
company-dictated price sales to slim profits down. 


You are the one big Chief in your own 
protected sales territory—and Cooper makes sure 
it’s a really happy hunting ground. 


Come join the fastest growing independent dealer 
organization in the whole industry. There’s plenty of wampum 
waiting to be made. Contact us by letter, wire, or smoke 

signal. Cooper Tire & Rubber Company, Findlay, Ohio. 


OPES 


Safety-Cushion Cushion-Ride Deluxe 
Premium Safeguard 
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EXCHANGE "DEAD WEI 


extra pa 


Every Load-Mile For The Life Of 












WHAT THE TDA 
BONUS LOAD 
CAN DO FOR YOU: 


Figure your extra 
protit, in terms of additional 
ton-miles of payload! 





Up to 300 more board feet os Upite 10 more sacks. 
of lumber per lead! of cement per load! | 











Choose the proven weight-saving 
combination of New TDA® 
Tandem Driving and Trailer Axles! 


Used together, Timken-Detroit® lightweight 
tandem driving and trailer axles weigh almost 

¥ ton less than other axle combinations of the same 
capacity. This means up to 980 extra pounds 

of bonus payload every trip.* 

TDA Axles are the choice of America’s leading 
truck manufacturers. For complete information, 
contact your original equipment dealer, 
vehicle dealer or branch today! 


*Where 36,000 lb. tandem axle loading 
is permissible. 
©1957, RS&A Company 


, 


SAVE UP TO 
280 LBS. HERE! 


TDA TK-500 Series 
Trailer Axles 


Plants at: Detroit, Michigan * Oshkosh, Wisconsin + Utica, New York 
Ashtabula, Kenton and Newark, Ohio * New Castle, Pennsylvania 


TIMK-EN 
AXLES 


ROCKWELL SPRING AND AXLE COMPANY- 


a | aa 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR 
TRUCKS, BUSSES AND TRAILERS 

















then you 


want a 
Dry Charge Delco 


battery! 


You can turn this customer's snarl into a smile with a Dry Charge 
Delco—the battery that can't get old before it's sold! 


Show him that the battery is stored bone dry. It can't lose any 

power that way. Then electrolyte is added from a convenient, 

disposable container. In seconds it springs to life with all the 

factory-fresh power it's possible to pack into a battery. Your . 
customer is on his merry way in a flash, because Dry Charge 

Delco batteries don’t need a booster charge! 


Delco battery warranties are good all over the United States t 
and in Canada, too. This, plus a complete line and General 

Motors quality, makes it a simple matter to please all of your 

battery customers. 


General Motors leads the way —STARTING with Delco Batteries 





ON TV... Award-Winning “Wide Wide World” on NBC Network. 
TUNE IN ON RADIO... Lowell Thomas Newscast on CBS Network, 
See local listings for time and station. 
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A NEW UNBREAKABLE 


FOR ASPHALT, RESINS 
AND SIMILAR PRODUCTS 















NEW HI-STRENGTH 


CAN BE FREED 


WITHOUT DAMAGING 


THE VALVES 


PHILADELPHIA VALVES 


WITH A 36-INCH WRENCH 





There are no weak links, no 
pins that will shear, no threads 
that will strip or shafts that 
will twist off, nor any other 
part that will fail under severe 
load conditions. 

This valve was designed so 
that if the product solidifies it 
can be broken loose without 
ruining the valve. Two men 
pulling with a force of 100# 
each at the end of a36” wrench 
on the square hub on the wheel 
will not damage the valve. 
Under these conditions the 


New Hi-Strength Philadelphia Valves 
are made in 4” and 6” sizes for either 
internal or external installation. 


PHILADELPHIA VALVE COMPANY 


screw exerts a force of 48,0004 
on the disc, either to open it 
or close it—a force which will 
break loose any product that 
has solidified. All parts are 
made of steel or manganese 
bronze with alloy sieel bolts. 
A self-tightening stuffing box 
is provided at the top. 

In spite of all these features, 
there is no unnecessary metal 
and weight in these valves. 
Specify Philadelphia Valves on 
your next asphalt tank and end 
your troubles. 














































ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA’ 34, 


Oil Marketing Equipment Company, 325 Fremont Street, San Francisco 5, California 
Howard Suppiy Company, 5125 Santa Fe Avenue 





Pacific Coast Distributors: 
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Los Angeles 11, California 





PA. 
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This new four-bay, air conditioned station is 
equipped with five Lincoln Overhead Lubreels. 
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a 
ultramodern station, 


we decided 
Linco/n OVERHEAD LUBREELS* 


reports H. K. COPLEY 
COPLEY’S PHILLIPS “66” SERVICE STATION 
Durham, North Carolina 





“In going over preliminary plans for this ultramodern new service station 
with our Phillips distributor, Kenan Oil Company, one of the first things 
we decided was that Lincoln Overhead Lubreels were a must. Their functional 
design and striking appearance fit in perfectly with our concept of a station 
that promises customers efficiency—and delivers it in every way.” 


(signed) H. K. Copley 


building new...or modernizing ...specify Linco/n 


Lubricating Equipment. Hand- 
some, efficient Lincoln lube in- 
stallations start paying off from 
the day they go to work for 
you. For planning help, get 
your free copy of our new 
booklet, “Path To Profits In 
The Lube Room” 


*Trade Nome Registered 
a a aT 


To LINCOLN ENGINEERING COMPANY 
5702-74 Natural Bridge Avenue, St. Louis 20, Mo. 


‘ Please send me free booklet “Path To Profits In The Lube Room” 
mail 


this coupon 


TODAY 
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Buckeye ‘‘push-on’’--'‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in 
position when 
locked. 





| “EO” ring with 


No. 9260-6 | oH side- 


eal. 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the ‘‘O”’ ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America’s Quality Manufacturer of Valves and Fittings for the Oil Industry 
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Alnneuncing( NEW REASONS WHY 
CHEVY’S BEST IF YOUR JOB IS BIG! 


cli i at i ln i tw nil BAe ne ne 


New higher G.V.W.’s, new cast-spoke 
wheels, new full-air brakes, new bigge 
tire sizes in Chevrolet Task-Force Trucks! 


G.V.W.’ Ye increased as much as 4000 lbs. for bigger 
loads, bigger. P profits! Chevrolet’s mighty Triple- 
Torque andem is more than ever the industry’s 
load-hauling champ—with G.V.W. hiked from a 
high 32, lbs. to a whopping 36,000 lIbs.! In 
Series 5000H and 6000H models, G.V.W.’s have 
been advanced 1500 lbs. (to 21,000 Ibs.) and in 
Series 7000 and 8000 models G.V.W.’s are now up 
1000 Ibs. (to 22,000 Ibs.)! 

New cast-spoke wheels* are available on Chevrolet 
Series 9000 and 10000 trucks. These payload 
boosters are strong yet light, widely interchange- 
able, easy to service. 

New full-air brakes.* Safe straight-line stops with 
heavy loads are assured by these ru sped brakes, now 
provided on Series 9000-10000 m 

New bi, tire sizes.* New 11-22.5 tubeless tires, 
front rear, or 10.00-20 tubed tires, are added 
assurance that 1957 Series 9000 and 10000 Chevro- 
let trucks are buili from the ground up to haul 
your biggest load with ease! 

For all the ny Pent about Bos fey payloads and 


ow Chevrolet 
vision of nF Gaoeak tek ST Detroit 2, Michigan. 
*Optional, extra cost. 














NEW CHEVY 
L.C.F. MODELS 
ARE SPECIALLY 
DESIGNED FOR 
MAXIMUM LOADS, 


EASY MANEUVER- 





ING AND SERVICING 


Compact length of the L.C.F. tractor pad 
inches, bumper to back of cab) enables y 
to pull a long 35-foot trailer while hol 
overall truck length to less than 45 feet. 


- Low height of L.C.F. cab means that the 


from the ground to the cab floor 
is shorter; entering or leaving is more 
convenient. 


- Short wheelbase makes Chevy L.C.F.’s ma- 


neuverable trucks easy to wheel in and out 
of Pv nin apota. 


distribution—more truck weight 


z on a ront axle means that extra load 


weight can be placed on the rear axle. 


- Easy servicing is an added L.C.F advan- 


tage; all engine components are quickly 
accessible. 








PROVED ON THE ALCAN HIGHWAY...CHAMPS OF EVERY WEIGHT CLASS! 


TASK-FORCE 57 CHEVROLET TRUCKS aaa 
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Sam — 
you made the sales 
so big! 


Sam does plenty of desk work keeping tabs on 1200 regular Shellubrication customers. 


One million gallons of gasoline— 
that’s what Shell Dealer Sam Bell will sell this year. 


“‘Buy Shell from Bell!’”’ That’s the slogan of Sam Bell, Chicago 
Shell Dealer. And Chicagoans really follow it . . . to the tune 
of a million gallons of gasoline a year. Just listen to how he 
grew head and shoulders above his competition. 


Sam took over his present location in 1945. At that time, the 
Shell station was pumping 17,000 gallong of gasoline a month. 
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As soon as Sam moved in, up went the “Buy Shell from 
Bell” signs. With the help of the Shell merchandising 
man, Sam used lots of colorful, eye-catching displays. 

Sam Bell talked up his new business to friends, rela- 
tives and neighbors. When they came in they got that 
super service that brings a motorist back time after time. 

Yes, Sam got very busy very quickly. But he never 
let his housekeeping slip. He always found time to keep 
his station clean as a whistle. In two short years, Sam 
boosted gallonage to 40,000 a month. 

Sam didn’t depend on word-of-mouth advertising. 
The very first day he opened, he began keeping com- 
plete Shellubrication customer files. And ever since, 
Sam has followed the entire Shellubrication program 
right down the line . . . from the special customer receipt 
forms, through the accurate, thorough and easy filing 
system, to the monthly customer service reminder 
mailings. 

As a result, Sam has an army of 1,200 regular Shellu- 
brication customers. And his average job ticket is 
over $12! 

Sam and all his men have been through Shell’s Ad- 
vanced Retail Training Center. They take frequent 
brush-ups via Shell’s service and selling training films. 

When Sam Bell isn’t busy selling Shell, he’s busy 
working for some civic, religious or charitable organiza- 
tion. Friends and neighbors call him a star-spangled 
citizen and credit him with countless good deeds every 
year. 

Maybe the reason Sam has so many customers is 
because he has so many friends. These customers have 
boosted his gallonage from 17,000 gallons a month to 
over 80,000 a month, and his business is still growing. 

But the man behind, “Buy Shell From Bell,” himself 
has said, “‘Without Shell, there would have been no 
slogan—and more important—none of that Shell Retail 
Merchandising assistance that’s put me over the top.” 
Shell Oil Company invites you to inquire about 
the profit possibilities of selling under the Shell 
brand. Phone Shell Oil Company or the Shell 
franchised jobber nearest you. 
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One of the frequent between-shifts 
showing of a Shell training film. 


Sam’s service is a favorite 
with the sprouts, too! Always 
plenty of balloons on hand. 


Sam holds class on Shellubrication. 
The subject is Shell’s detailed 
lubrication charts. 





Cc. 
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Fexiizim Tank Truck Meter 


with pre-set flow control 


Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 
TROL does the rest! Stays on full flow longer— A Tokheim dual meter installation. The extraordinary 
saves pumping time. Smoothly, automatically flexibility of Tokheim equipment permits such instal- 
reduces to secondary flow of 11 g.p.m.— within lations to be made with maximum ease. 
three seconds of full delivery. Gently cushions 
stop—eliminates shock. Saves strain on pipe- CHECK THESE IMPORTANT PERATURES 
fittings and meter—prolongs equipment life. OF THE NEW MODEL 635! 
Accurately records gallonage delivered. Ticket ‘ : 
Printer optional. Especially designed for tank 6.00 Eom, noe tt a met) aera 
: : Pre-set flow control determines gallonage—frees the 
trucks, bulk plants, airports, industry. See your cperater—cudilons duit-off. 
Tokheim representative or wr ite factory for Standard 12” flanged inlet and outlet of meter, air 
literature and prices on this new Model 635. separator and back-pressure valve. 
Same positive piston displacement-type measuring 
General Products Division unit as in Tokheim Computer Pumps. 
TOKHEIM CORPORATION Veeder-Root Register and Totalizer—exclusive, lever- 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT type wheel settings. 
1650 WABASH AveNUE 5'NCE 190! sort WAYNE 1, INDIANA Air separator inlet and strainer are reversible. 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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Hottest brand going 


~% 


Or yOu 


In addition to supplying you with the “Hottest 
Brand’”’ of petroleum products, we think it’s equally 
important to keep you supplied with sound informa- 
tion . . . provide you with brochures that answer 
many key questions in service station management. 


Does your present supplier give you the answers to 
these important questions? 


Contact the Conoco Manager in the Continental Oil Company office 


R. W. Abrahamson, 610 Roanoke Bidg. 
Seventh & Marquette Sts., 
Minneapolis 2, Minn. 

Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 
J. B. Dickey, 2065 Union Avenue 
Memphis, Tenn. 
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W. S. Dulaney, 203 Carondelet Bldg. 
New Orleans, Louisiana 
K. T. Johnson, 1300 Main Street 
P. O. Box 2197, Houston, Texas 
Willis Johnson, 1321 Kaw Avenue 
P. O. Box 1398, Butte, Montana 


H. U. McBirney, 5415 No. Pennsylvania 
Ave. Oklahoma City 12, Oklahoma 

J. L. McCulley, 117 Trumbull Ave., S.E. 
P. O. Box 1342, Albuquerque, N. M. 
W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 
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and your customers 


1. What can I offer my employees as extra 
incentives? 

2. What kind of records should I keep? 

3. What should my records tell me? 


4, What kind of promotions pay off and what 
do I do about it? 


5. How can I teach my driveway salesmen to 
really sell? 
6. What kind of advertising should I do myself? 
7. What qualifications should my No. 2 man have? 
8. How can I get the most from my men? 
9. Why should I keep my station so clean? 
10. What does the future hold for me? 


nearest you or mail this coupon—} 


M. T. Swanson, 1755 Glenarm Place, Denver, Colorado 
Warner Tyler, 1301 W. Belden Avenue, Chicago, II. 

K. R. White, 836 Stuart Building 

P. O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 301 East 51st Street 
Kansas City 12, Missouri 


©1957, Continental Ou Co. 
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Each of these subjects is thoroughly covered in a 
brochure prepared by the Continental Oil Company. 
As many of these brochures as you would like are 
available to you without cost. 


Order your copies by writing to the Conoco Division 
Manager nearest you. Or use the attached coupon, 
specifying the subjects that interest you. 


Continental Oil Company 
Dept. AD, Box 2197 
Houston, Texas 


I am interested in the helpful information contained 
in your brochures. (Please specify subject by num- 
bers shown) 

















Model 500B, 1200 gal., 4 compartment 
truck tank custom built by Progress 
for Schaetzel Oil Co., 


Germantown, Wisconsin. 
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You always gef profitable, maximum capacity 











deliveries when you operate custom built Progress 


truck tanks. Designed to meet your requirements 





and equipped to offer outstanding performance, 
Progress smoothskin truck tanks are products of 


quality where appearance, service and custom 





fabrication mean mere. 


Remember . . . whatever your liquid product, 





Progress engineers will design and produce a 


custom made truck tank to do any job better. 





























ANUFACTURING COMPANY, INC. 
ARTHUR* ILLINOIS 
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ALEMITE 


PORTABLE LUBRICATION EQUIPMENT 


Attracts more lube jobs... . gives 
better, faster lube service! Modern 
Alemite Portable Lubrication equip- 
ment assures profit-building effi- 
ciency ... helps increase service 
sales with its gleaming, eye-appeal- 
ing appearance! 

Easy-to-clean matching steel 
units include Chassis Lubricator, 





air-operated or manual Gear Lube 
Dispenser, hand-operated Automatic 
Transmission Fluid Dispenser, and 
Waste Oil Drain. Fit 100- and 120- 
lb. refinery drums. Air-operated 
units have sealed air motors—guar- 
anteed for 27 months! Matching 
steel cabinets finished in white and 
gray baked enamel. 


Powered by Famous Super "H’’ Pump 
Exclusive “Pressurtro!l” gives instant, accurate control of 


pump pressure—no air regulator needed! 


instant power! Tremendous reserve power (70 to 1 ratio) 
handles tough lubricants, even at lower temperatures. 

Fast delivery! No waiting! The Super “H” forces lubricant 
into bearing at top speed. Cuts lubrication time by one- 


third! 


High pressure! Maintains 6000 to 7000 pounds working pres- 


Alemite Visi-Drum 
Equipment 
Keeps your own lube brand 
name in plain view. Matching 
units fit right onto original refin- 
ery containers...ideal for bring- 
ing new flexibility, economy and 
dependability to your recondi- 
tioning or used car department. 
High-pressure Chassis Lubrica- 
tor illustrated. Other units in- 
clude Gear Lube and Automatic 


Transmission Dispensers, port- 
able Waste Oil Drain. 


ALEMITE. 


REG. U.S. PAT. OFF. 


sure at control valve. 


Ask your Alemite Representative Division of STEWART-WARNER CORPORATION 
m for complete information today! Dept. D-37, 1826 Diversey Parkway, Chicago 14, Illinois 
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i ' New Standard petrochemical has |; U2 
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‘i , an exciting place in your future .',: 
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‘CE Progress in the West means... 


“Cn ne. 5 plentiful raw materials 


for 3000 manufacturing 
Hundreds of thousands of man hours in research produced these crystals that will 
ne v - " firms by 1965 


revolutionize many paints and plastics. 





HOUSE PAINTS THAT LAST YEARS LONGER, superstrong 1957 » 


lightweight luggage, improved fibre-glass fishing rods and boats 4) 
.. these are some of the things that will come from Isophthalic*, 


a new petrochemical from Standard laboratories. Even though ” “4 


“ Sygate . Standard’s economists say: ‘“‘New 
its possibilities have only begun to be explored, we have invested seatatta teen Ieealibaie «i tule 


in a multi-million dollar plant to manufacture Isophthalic. provide employment for the 600,000 
new workers in manufacturing the 


We’re convinced it will make as important a change in your life West will have by 1965.” 
as detergents, wrinkle-resistant fabrics and other modern wonders 
whose basic materials were products of Standard research. owned Unaiaagrt Govatta Chases mae 


STANDARD OIL COMPANY OF CALIFORNIA 


Plans ahead to serve you better 
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~DUPON 


One of a Series of Bulletins for the Petroleum Industry 
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Locomotive maintenance men 
report longer bearing life 
with fewer greasings 


After switching to a grease based on 
Du Pont Estersil GT (grease thickener), 
one company substantially reduced 
bearing maintenance and replacement 
costs. 

Running almost continuously, the 
company’s 22 locomotives many times 
a day haul heavy cars from mine to 
surface. They operate in tandem to pull 
210-ton loads seven miles up a 3% 
grade. 


Bearing maintenance reduced 


Under such rugged service, the tem- 
perature of the four armature bearings 
in each locomotive rises as high as 
300°F. Before an estersil-based grease 
was used, the bearings were greased 
every month. Now with estersil grease, 
the job is done only every two months. 

The company’s mechanics report im- 
portant savings on mere replacement 
as well. They point to the company’s 
previous average of one bearing re- 
placement every two weeks. Since 
estersil-based grease has been used (six 
months), not a single bearing replace- 
ment has been necessary. 


This compact locomotive operates under the 
toughest conditions. The grease packed into 
its armature bearings must have special prop- 
erties to withstand the dust, high shear, and 
hot bearing temperatures. 


The unique qualities of Du Pont 
Estersil GT are behind such depend- 
able service. Estersil greases show out- 
standing resistance to mechanical 
breakdown and are practically immune 
to water, extreme heat and extreme 
cold. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





New Du Pont 
West Coast TEL plant 
now in production 


The new tetraethyl lead plant constructed by Du Pont at Antioch, 
California, is now on stream. This will make possible extra-fast de- 
liveries of California-made TEL to all West Coast refiners. 


Top of TEL pipe alley looking toward reactor tower. 


The new plant is located approximately 
two miles east of Antioch on the San 
Joaquin River. 


Integrated facilities 


The new plant was built to meet the 
needs of the fast-growing West Coast 
oil industry. The present Du Pont 








A Du Pont Petroleum Chemicals Di- 
vision representative will be glad to 
give you more detailed information 
about estersil GT and to provide sam- 
ples. Contact any of our sales offices. 





Petroleum Chemicals Division regional 
laboratory at E] Monte, and sales of- 
fices in Los Angeles, San Francisco and 
Seattle, together with the new plant, 
will provide complete service for TEL- 
users on the West Coast. 


Plant most modern in the world 


The new Du Pont plant has the most 
modern TEL manufacturing facilities 
in the world, incorporating in its design 
and equipment the latest continuous 
processing advances and many other 


production refinements. 








New TEL Plant 


Another new Du Pont plant for mak- 
ing “Freon”* refrigerants and propel- 
lants is also located at Antioch, The 
“Freon” facilities were completed and 
production was started last fall. 


Du Pont becomes a larger 
West Coast customer 


The two Du Pont plants at Antioch 
have become important new customers 
for large volumes of materials produced 
locally. Du Pont employees at Antioch 
already number 325; they were re- 
cruited locally. 


TEL central control room. 





HENRY L. GREENE 


Top management posts at our new 
Antioch plant have been filled by 
Henry L. Greene and Donald C. Miller. 
Mr. Greene is plant manager and Mr. 
Miller assistant plant manager of the 
combined new TEL and “Freon”* 
refrigerant and propellant plants. 

Mr. Greene joined the Du Pont Com- 
pany in 1934 as a senior engineer. He 
advanced to supervisory posts at the 
Chambers Works, in New Jersey, then 
moved to Du Pont’s neoprene plant at 
Louisville, where in 1946 he became 
assistant manager. In 1952 he was ap- 
pointed assistant manager of the Sa- 
vannah River Plant. He is a chemical 





DONALD C. MILLER 


engineer, a graduate of Kansas State 
College. 

Mr. Miller came with Du Pont in 
1937 as an analyst at Jackson Labora- 
tory, Chambers Works. Following as- 
signments in several other plants, he 
returned to the Chambers Works in 
1943, where he became senior super- 
visor in TEL production. When in 1951 
he was awarded the position of assist- 
ant works engineer, he was one of the 
youngest men ever to fill the job. 

Mr. Miller received his B.S. in 
chemical engineering from Ohio State 
University. 


* Registered Du Pont trademark. 











LITERATURE AVAILABLE 











Here is a partial listing of the many 
bulletins, reports, booklets, technical 
papers, and other aids available to you 
through any of the Du Pont Petroleum 
Chemicals Division offices: 


Du Pont Estersil GT—A brief description 
of the properties, composition and 
applications of estersil grease thick- 
ener. Explains estersil grease prepa- 
ration and contains handling det 
mation. 


New Du Pont Dry-dye Eduction Probe 
and No-dust Drumhead—A folder de- 
scribing and illustrating the revo- 
lutionary new dry-dye eduction de- 
vices, which make gasoline dyeing a 
cleaner, faster, and more efficient 
operation. 


Sales Promotional Aids for Dealer Meet- 
ings—Describes the many Du Pont 
aids available for dealer meetings. 





ADVERTISEMENT 





A handy check list for anyone plan- 
ning dealer meeting programs. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15-25 Prospect Ave. SUperior 1-1363 
Houston 2— 

705 Bank of Commerce Bidg. 
Los Angeles 17-612 So. Flower St. 


CApitol 5-1151 
MAdison 5-1691 


New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2-3 Penn Center Plaza. .LOcust 8-3531 
Pittsburgh 22—1 Gateway Center. .ATlantic 1-2933 
San Francisco 4-111 Sutter St. .EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. . LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronte 12—Ontario HUdson 1-6461 
In Other Countries—Petroleum Chemicals Division, 
= at Sales, 7496 Nemours Bidg., Wilmington 98, 

, Olympia 4-5121, Ext. 2962 





REG. VU. 5. PAT. OFF. 


Better Things for Better Living 
.-- through Chemistry 


d for the Petrol: Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 
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Imperial Oil Limited, at its Cote 
St. Paul Terminal, Montreal, Canada, 
handles a wide variety of petroleum 
products. Included in these are naph- 
tha, aviation gasoline, kerosene, 


15 Marlow vertical self-priming centrifugal 
pumps serve both truck loading racks and barrel 
filling facilities at Imperial Oil Limited Plant in 
Montreal, Canada. 


stove oil, furnace, diesel and fuel 
oil. A loading rack with 12 load- 
ing arms is used for loading tank 
trucks, and barrel filling is done as 
well. Imperial Oil Limited modern- 
ized their facilities at this plant re- 
cently and installed 15 Marlow verti- 
cal, self-priming, centrifugal pumps to 
handle the various products. The 
Marlow pumps have proved to be ef- 
ficient and economical. 

This is one of hundreds of Ca- 
nadian installations where Marlow 
pumps are working well while ex- 
posed to all kinds of weather condi- 
tions. Marlow pumps are used in 
Bulk Plants and on Tank Trucks for 
long-lasting, trouble-free, fuel han- 
dling. Many user experiences are cov- 
ered in Bulletin PM-06, available on 
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Cote St. Paul Terminal Modernized 


1S MARLOW VERTICAL SELF-PRIMERS USED 


HANDLE WIDE VARIETY OF PRODUCTS 


request. Write to Marlow Pumps, 
Midland Park, N. J. In Canada con- 
tact Pumps & Softeners, Limited, 
London, Canada. 


SRA 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, Illinois Longview, Texas 
In Canada: PUMPS & SOFTENERS LTD., LOND@N, ONTARIO 
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Means Much More than 


Fine Tire Service Station Products 


The sales leadership Dill enjoys among so many 
Oil Company TBA Divisions is founded on the 
firm policy of cooperative assistance which has 
been advanced continuously through the many 
years since Oil Companies entered the TBA field. 


B. S. BYALL, Sales Manager 
THE Dirt MANUFACTURING COMPANY 


SERVICE is a mighty important word to every oil marketing company. 
In no other field is service so convenient and so extensive as that provided to the 
motoring public by the vast network of oil company service stations. 


As a foremost manufacturer of tire valves and tire and tube repair supplies, Dill takes 
great pride in a continuous program of cooperation with oil company TBA 
organizations to make this phase of service outstanding. 


Dill field men with expert “know-how” work closely with TBA personnel to help 
educate and assist service station operators with the technicalities of tire 

valve applications, tire and tube repairs, and the profitable merchandising of these 
products and services. Every cooperation is provided in problems of inventory 
and marketing to assure economical distribution and fast, profitable turnover. Special 
promotions and extensive advertising to service stations actively support the 
sales activities of Oil Company TBA Divisions. 

The Dill Manufacturing Company cordially welcomes every opportunity to 
cooperate with oi] marketing companies in maintaining and advancing their high 
standard of service. The fine reputation of Dill Products—the long established 
record of Dill marketing cooperation—are your assurance of the finest 

in products, service and association. 


: > i = MANUFACTURING COMPANY 





700 EAST 82nd ST. * CLEVELAND 3, OHIO 
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It’s “T” Time 
NOW is the time to modernize your tank trucks with 


improved A. O. Smith truck meters and work-saving 


functional accessories. Thousands are in service, daily 


proving their speed and accuracy and the dependabil- 


ity of the SMITHway Rotary Principle. 


Models to suit every requirement. All feature unitized 
construction which allows greatest possible flexibility 
in piping arrangements. For complete information, send 
for Bulletin 127-B. 


MODEL T-6 
MODEL T-10 


MODEL T-15 


Any combination of counters and functional acces- 
sories can be used on the above meters. They may 
be included from start or installed at a later date. 


Through research ...@ better way 


AO.Smith 


Coma eR FO em Ff 


METER PR OOHOUCT §$ 


Factories: 5715 Smithway St., Los Angeles 22, Calif., P.O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1, International Division—Milwaukee 1, Wis. 


March, 1957 + NATIONAL PETROLEUM NEWS 





jae” 


behind every FARE, ALUMINUM TANK 


... 27 years of Leadership 


Nobody Knows Aluminum Like HEIL 


Aluminum tanks are making news these days 
—but they aren’t new at Heil. Heil built its 
first aluminum tank 27 years ago. 

Heil pioneered new automatic welding 


and great strength in Heil steel tanks is used 
in Heil aluminum tanks. 


techniques to take advantage of recently de- Haul With Confidence . . . With HEIL 


veloped high tensile aluminum alloys to pro- 
duce the finest aluminum tanks in its history. 
You get six to ten percent more pay load over 
lightweight steel tanks of similar size. 


Exclusive Triple -Dished Heads 


The same precision, die-formed, triple-dished 
head design that provides uniform head size 








Reinforced Plastic Tanks for Liquid Transport 
Fuel Oil Truck Tanks 


THe HETIL, eo, 


Department 373, 3000 West Montana Street, Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wisconsin; Hillside, New Jersey; Lancaster, Pennsylvania 


Trailerized Petroleum and Chemical Transports 
Stainless Steel Tanks for Milk and Liquid Foods 


No rust troubles... greater resistance to 
more different chemicals... new pay load 
opportunities—Heil aluminum tanks offer 
you all these advantages. But they offer even 
more—an assurance that every detail of de- 
sign and construction is the result of 27 years 
of unmatched aluminum tank experience and 
development leadership. 











NATIONAL PETROLEUM NEWS * March, 1957 





ed 
For filling... TIRES OR TANKS 
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For washing... CARS OR CONCRETE 
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/t pays to insist on Thermord tlose 


For every oil marketing job, there’s a 
Thermoid Hose engineered to do the job better... 
last longer . . . cut your replacement costs. 


The hose you need is quickly available from your ve 
Thermoid Distributor. Get full information ermol 





from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 
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LOOKING FOR. 





SKILLED WORKERS? 


Many Hungarian technicians with hard-to-get 


A brand new source of skilled manpower is availabe [pa 
now to American industry. If you believe you might use A partial listing of skills 
one or more Hungarian technicians, now at Camp Airplane Repairmen 
Kilmer, New Jersey, write to: Architects 
-» 5 C , for H . Chemists 
President’s Committee for Hungarian Construction Machinery Operators 
Refugee Relief, Camp Kilmer, New Jersey Designers 
Draftsmen 

While the column at the right includes only a partial Electricians | 
oe : : , Engineers — Chemica 
listing of skills, many others are also available. Specify Saslacors — Gol 


your job qualifications ... describe your business... 
tell whether a knowledge of English is required and 
outline the housing situation. Arrangements may be 


made to interview applicants at Camp Kilmer if you 


skills are available for immediate employment 





Engineers — Electrical 

Engineers — Mechanical 
Engineers — Mining 

Fabrication Metal Products 
Fabrication of Textile Production 












care to do so. Should you hire a Hungarian technician Foremen Construction 
you will not be obliged to pay for either his housing or Furnacemen Smelters Pourers 
his tr tation from Camp Kilmer —— 
is transportation from Camp Kilmer. Machine Shop 
Miners Mining Machine Operators 
Your voluntary and enthusiastic cooperation can help Power Station Operators 
meet an emergency situation. The A.F.L.-C.I.0. en- Radio Operators 
: : vas ca ; Surveyors 

dorses this project and you will join with other cor- y 

Ny i ' fe. Tinsmiths Coppersmiths 
porations, relief agencies, universities, churches and Toolmokers Die Sinkers Setters 
thousands of civic leaders in a great undertaking. The Weavers Textile 
operating staff of the President’s Committee will also Welders Flame Cutters 
welcome your active interest. a 









This advertisement is a public service rendered to business and industry by... 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Incorporated 
® 5; SSO West 42nd Street, New York 36, New York 
Headquarters for Business Information 
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Get in the “MAGIC CIRCLE” 
of lube and repair 


profits with the 


ROTARY FRAME PICK-UP 
LIFT 


Here’s the “MAGIC CIRCLE” action 


Swivel pick-up pads rotate in a full circle and slide 
along runners for fastest positioning to lift any vehicle. 
No adapters needed to handle any 1957 model cars. 


And for safety, the pick-up pads are made of tough, 
durable synthetic rubber which grips the car frame 
securely and prevents damage to undercar parts. 

This design improvement in the Rotary Frame Pick-Up 
Lift makes it even more versatile in handling all lubrica- 
tion and repair jobs faster and better. It’s the universal 
lift for modern service stations and repair shops. 


Write for 
catalog and prices 


Pads swiveled out to lift frameless cars ; FRAME PICK-U Pp 


ROTARY LIFT COMPANY 
Division of the Dover Corporation 
Memphis, Tenn.—Chatham, Ontario 


cs ” Ad 5 . ze % : ry be 2 \ res Th ~ inal h / . 
Pads swiveled in to lift small foreign cars Pads raised to lift pick-up trucks au 3 lifts Pare pos ae — — 


syne" 
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Just as Fram research and pioneering brought 
you a great oil filter market, Fram now brings 
you a giant new sales opportunity. Almost 50% 
of the new 1957 cars are equipped with filtronic 
type air filters—a tremendous new source of 
cartridge profits for you and your dealers. 
Like Fram Oil Filter Cartridges, the new Fram 
Filtronic Carburetor Air Filter Cartridges are 
individually engineered to car factory specifica- 
tions—there is a Fram Cartridge for every 
requirement. Exclusive Fram patented built-in 
gasket absolutely prevents by-passing of dirty 
air. This Fram Cartridge has the highest filter- 
ing efficiency ever attained: 99.+%! And, that 
efficiency is maintained throughout its life. 
Cartridge replacement is clean and easy, too. 
New developments like this from FRAM are 
just more proof that America’s best known, 
most advanced filter line belongs in your TBA 
program. Write or phone now for details that 
make profit sense for you. . 


*New FRAM Filtronic Carburetor Air Filter 
original equipment on these 1957 engines 


Continental +» Ford + Lincoln » Mercury + Thunderbird + Turnpike 
Cruiser + Packard « Studebaker » American LaFrance + Autocar 
Clark « Cummins + Diamond T + Divco + Continental Motors 
General Supply + Harley Davidson + Lycoming » Reo » Sheppard 
FRAM OFFERS A COMPLETE LINE OF REPLACEMENTS FOR 
OTHER CARS EQUIPPED WITH A “FILTRONIC” TYPE CARBUR- 
ETOR AIR FILTER: Imperial + Chrysler « Dodge « DeSoto 
Plymouth 


FRAM Corporation, Providence 16, R.|. 
Fram Canada Ltd., Stratford, Ontario 
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Only FRAM 
has this feature! 


FRAM patented built-in 
gasket absolutely prevents 
by-passing of dirty air! 


“tr? F 


FRAM patented, built-in 
gasket forms a perfect 
air-tight seal. 


All air must pass through 
the filtering material. 


OlL ¢ AIR * FUEL © WATER 











Pete Penn is using... 


96,500,000 MESSAGES 


in these leading magazines to help you 
sell more PENNSYLVANIA MOTOR OIL 


Your customers will see Pete Penn pro- 
moting Pennsylvania Motor Oil in these 
national magazines in 1957: the Post, 
TIME, FARM JOURNAL, OuTpooR LIFE, 
and Sports ILLUSTRATED. 

Carry a brand of Pennsylvania Motor 
Oil and remind your customers that you 


can give them the world’s finest motor 
oil for today’s modern, precision- built, 
high-speed engines... your brand of 
Pennsylvania. 

Learn how you can make more profit 
with a brand of Pennsylvania Motor Oil. 
Write us at the address listed below. 








MAKE MORE O/L PROFITS WITH A BRAND OF 


PENNSYLVANIA 
MOTOR OIL 
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You can’t go wrong 
with a 30,000,000-car market... 


..-as long as you have it covered with these 
8 AC Fuel Pumps! 





At a time when spring rains are just 
around the corner, dealers everywhere Your automotive coverage is complete . . . with the complete AC line! 

should be thinking in terms of increased nae 

fuel pump sales. It’s the fuel pump HERE'S THE ARITHMETIC THAT SPELLS OUT YOUR PROFIT OPPORTUNITY. 
which powers the wipers that keep Eight AC pumps cover this 30 million car market. 

windshields clear. What’s more, for a Type numbers: 429, 9785, 587, 529, 9798, 588, 571, 9294, 

minimum investment in money-—and in : : : 

chelf epace, the-—you cua add an Total cost to you for these eight AC oe ~ rh agen A eight times a year 
additional $276.24 per year to your 8 y 
profit figures. That statement is based 
on an average turnover of eight pumps 
eight times a year. Many outlets make 
more. These eight AC Fuel Pumps 
blanket the largest part of the passenger- 
car market .. . assure you of your share 
of this profitable replacement business. 














AC SPARK PLUG Re THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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© SELLING 


...and we’ve 
got the “lures” 
to help 
you land 


your limit! 


FA 


7 N 


Here is something new . . . AC’s big spring 
sales-getting point-of-sale package for you! 
First, at right, this interesting, dimensional 
counter display in beautiful natural color. 
The authentic fishing scene gives a fisher- 
man that wonderful feeling of ACTION — 
rod straining and reel singing! 

Mounted to it for added realism is the 
brand-new AC Spark Plug Fishing Lure 
that really hooks ’em. It’s available to your 
customers at a bargain price. 

Naturally, the display is bursting out all 
over with “sell” . .. helping you to step u 
sales of those famous AC USTPROOF 
Marine Spark Plugs. 

















a FE 







Fishing Season 
for AC Marine Spark 































HOT TIP 
SPARK PLUGS 


AC SPARK PLUG 


DIVISION OF GE 








THE ELECTRONICS 


RAL MOTORS 
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Opens Market 


The very latest AC Marine Spark 

Plug Specification Wall Chart. 

It’s complete, with all outboard makes, 
AC specifications, gap settings, 

and that all-important conversion chart. 


It’s different, though . . . because it 

also contains a valuable International 
Marine Signal Flag Code, Storm Warning 
and Buoy Marker Chart in full color. 
Take it from us .. . here is a brand- 
new kind of specification chart 

that also starts sales conversations! 

We have a hunch your customers will 
— having a copy of this 
““Mariner’s Must” International 

ae Chart ... so, your AC marine 
package also contains an envelope- 
stuffer edition. There’s a card enclosed 
for you to secure an additional quantity. 


---and 


this unique 
AC fishing lure for you! 


Q 





Yes, as a special addition to your tackle box ...a 
quality lure, specially designed by a leading fishing 
equipment manufacturer, is yours free of charge. It’s 
valued at more than $1. Give it a try the next time 
you're out. 


This big spring sales package is all yours with an order for 
only 50 AC Marine Spark Plugs from your regular AC Supplier. 
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‘AC) SELLING SLANTS OF THE MONTH! 


Three Big Profitable Reasons why 





you should sell Guide T-3 Headlamps 


First in 
PROFIT! 


The revised AC-Guide sug- 
gested price schedule issued 
January 1, contains excit- 
ing news for every dealer 
selling headlamps. Guide 
dealers are now making 
50% on Guide T-3 Head- 
lamp sales. With a suggested list of $2.62 
each, Guide Lamps pay you top dollar 
in the lamp industry. 
Ask your regular AC supplier for a copy 
of this January 1 schedule. Find out now 
how much more profit you could be mak- 
ing with the Guide line. 
. . . Or even better, start today to step 
up profits; order a stock of Guide T-3’s. 


ORIGINAL 
EQUIPMENT! 


More than 50% of the cars 
built since the beginning 
of model year 1956 have 
been equipped with Guide 
T-3 Headlamps. These car 
owners know that “Guide 
Points” mean accurate headlamp aiming. 
By replacing in pairs with Guide T-3’s, 
you are building customer satisfaction! 









































PRECISION 
AIMING! 


Guide, pioneer in develop-— 
ment of the aiming plat- 
form principle, still leads in 
quality control and pre- 
cision grinding of the aim- 
ing “Guide Points.” This 
additional manufacturing 
step by Guide enables you to replace 
and aim Guide T-3 Headlamps when 
using the low-cost Guide T-3 Aimers. 





First in 
PROFIT, QUALITY, 
CUSTOMER SATISFACTION 


GUIDE T-3 HEADLAMPS FROM 


9 THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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IT'S THE ONLY WAY I 
KNOW TO KEEP DROP CoRD 
REPLACEMENT COSTS DOWN! 


OPN 














1 CORDOMATIC! 


a 











Garages and service stations all over 

the country have increased garage 

} operating efficiency since installing 
P Cordomatic Drop Light Reels! Low in 
cost, it mounts easily on wall or ceiling 
...cord automatically reels in and out. 

Saves mechanics valuable time! Out- 

lasts dozens of ordinary drop cords. 


with Levolier toggle-switch, 
side convenience outlet . . . 


oil and water resistant ; CORDOMATIC, Dept. “E 
17th & indiana Ave. 


Neoprene cord. : 
Philadelphia 32, Pa. 


Available in 20’, 30’ 
and 40’ cord lengths. 


Only $14.95 for 20’ cord length. 
Also available in grounding type models. 


City 
e ©@ 
Ci dowimtie PHILADELPHIA 32, PA. Your Jobber 
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Firm 


Address 














Specify new- 


Wheaton : For Corrosive Service 


featuring— 
400 S ERI ES e@ HARDENED BALL RACES IN ALL TYPES 


@ PACKING SEALS REPLACEABLE 
WITHOUT DISMANTLING SWING JOINT 
: @ SELF-ADJUSTING UNDER VACUUM AND PRESSURE 
eG Wt a : @ AVAILABLE IN ANY COMBINATION OF THREADED 


oo OR FLANGED CONNECTION 
SE e CAN BE EMPLOYED ON SUCTION OR PRESSURE LINES 
; WITHOUT CHANGING THE PACKING SEALS 

Also available in carbon steel, stainless steel, 


For Pressure to 1000 psi. cwp. 
Temp. from +225°F to—65°F 


Po a 


TYPE 470 TYPE 470F TYPE 471 TYPE 471F TYPE 472 


aluminum and malleable iron 


eee eee ee 


NOTE: Swing joints are furnished with bosses 
for counter weights on loading arm assemblies 
and are also available in brass and aluminum. 
Many combinations q 
of swing joints are 
available which are 
not shown both in 
flanged and thread- 
ed connections. 
TYPE 475C 


TYPE 472F TYPE 473 TYPE 474 


oie ag ally pane | EXCLUSIVE DESIGN 


with secls for any liquid-handling serv- 


ice in the chemical and processing indus- | SIMPLIFIES MAINTENANCE- 


tries. Low maintenance cost cs assured an 
emen r 

aur me nae ger agama fue a ccmsuumamg Yeviecenent ol the 
illustrated catalog. me Phe = 4 packing seal is excep- 
‘ tionally simple and is 

ner nace quickly accomplished 

WHEATON . 
swing joint. It is never 

BRASS WORKS steomrary to @anate 
a loading assembly or 

‘ piping installation in 

order to replace a 

packing seal in these 


UNION, NEW JERSEY aocten Sytey Hee, 
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CRESCENT gives 


Color for positive 
identification! 
Samples on request. 


ee ee 


Lead Terminal Insulated Cable 


meee 


Lead Terminal Strap 


MERCHANDISING QuALitTy 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion—impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


“RTHE CRESCENT COMPANY, INC. 
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+7) J. LOWEST FIRST COST... 
+ FAST, EASY INSTALLATION .. 
+ LONG TROUBLE-FREE LIFE... 





FOR 
e FLEETS 
e FARMS 
. @ INDUSTRY 
e CONST. , 


Economy, plus dependabil- 
ity and outstanding per- 
formance . . . that’s the 
series “900”... the pump 
for the fast growing middle 
gallonage users. Rugged 
weatherproof unit delivers 
14 GPM through 20 gallon 
dial meter, (Also available 
less meter.) 


. MODEL 950 


Only Gashoy hae all Phnee... 


WRITE TODAY FOR COMPLETE DETAILS 
SEE PAGES 10 and 198 FOR OTHER GASBOYS 


WM. M. WILSON’S SONS, #NC. 
LANSDALE, PA. 
ACTURERS OF GASBOYS, KEROBOY 


BOYS and ROTABOYS 


Pictures of progress: Independent Richfield Distributor since 1938, 


Warren S. Kimber and his son, Warren, J 


r., of Kimber Petroleum Corporation, 


Newark, New Jersey, are mighty proud of their progress. Shown above is one of their 
Richfield Stations at West New York, N. J., before and after modernization. 


“A tremendous future” 


says Warren Kimber 


“Having been an Independent 
Richfield Distributor for more than 
18 years, it’s a career I can well 
recommend to any man and his 
family,” writes Warren Kimber. 
“Big advantage of a Richfield Dis- 
tributorship is that you’re not only 
in the basic business of selling gas- 
oline and oil but also, being asso- 
ciated with Richfield, you’re sure 
of all kinds of supplier cooperation 
and help, from President Fred 
Meeder down.” 

“My son, Warren, has seen for 
himself how cooperative and help- 


WV 
gv 


ful Richfield is. That’s one big rea- 
son he’s all set to step in and take 
charge of Kimber Petroleum when 
I’m ready to step down. Warren is 
already working extra-hard toward 
a tremendous future in this busi- 
ness. Our building new service sta- 
tions confirms our confidence. I 
would unhesitatingly urge any man 
to become a Richfield Distributor.” 

You owe it to yourself and your 
family to look into all the benefits 
and advantages of becoming an 
Independent Richfield Distributor. 
Write, wire or phone us. Do it now! 


\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 





Serving the Eastern Seaboard from Maine through Florida 
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You get pT ompl 
contaimer 
delivery 


from 









t \\ \ 
| \ EN 


There are seven centrally located U.S. Steel container factories across the country. Each one 
is completely integrated to give “next-door” service to every shipper in the area. Why not make 
your shipping plans around this prompt, sure U.S. Steel service. 

Profit from all 5 of these U.S. Steel extras, too: 


@ Best rust protection — there's more zinc phosphate on every USS rust-inhibited 
container. UNITED STATES STEEL PRODUCTS 
@ Widest container variety — from 2'/2-gal. pails to 55-gal. drums, including stainless. DIVISION 
® Eye-catching containers — your containers not only ship your product, but advertise 
it, too — when color-decorated by U.S. Steel. UNITED STATES STEEL CORPORATION 











@ Job-tailored fittings —a wide selection of fittings to choose from, others available 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
to order. Los Angeles and Alomeda, Calif. * Port Arthur, Texas 
@ Longer container life—extra zinc phosphate gives your containers a safer, longer life. Chicago, Ill. * New Orleans, Lo. * Shoron, Po. * Camden, N. J. 










USS STEEL DRUMS Us) 


uU N T & D oS 2.16847... oe oo oo ae 
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1957 FACTBOOK Issue 


PROVIDES MULTIPLE BENEFITS FOR OIL MARKETERS 


PROVEN YEAR-ROUND USE... 


A study of readers use of the 1956 
FACTBOOK issue shows that 95.9% use it; 
39.0% regularly; 56.9% frequently; fur- 
thermore 99.2% keep it; 82.3% ready at 
hand; 16.9% in file or bookcase. 

These are the figures that testify to its 
usefulness. Here are some typical comments 
received: “This is one of the most useful 
publications in the marketing section of the 
petroleum industry”. . . “It’s a wonderful 
book and is used often by my associates’. . . 
“From our standpoint it couldn’t be better” 
... ‘Source book for meetings, letters, etc.”’... 

These comments and many more indi- 
cate the year-round usefulness of the 
FACTBOOK issue... 


ONE SOURCE INFORMATION CENTER... 


Most of you are familiar with the con- 
tents of the FACTBOOK issue .. . covering 
important statistical information of value 
to oil marketers in their everyday marketing 
problems. 

Besides this general information a TBA 
Directory and Buyers’ Guidehas always been 
included .. . and in the 1957 FACTBOOK 
issue you will also find, for the first time, a 
Buyers’ Guide to Oil Marketing Equipment 
Manufacturers. 

72 


National Petroleum News editors are 
continually making improvements to make 
it more useful... A regular bargain to oil 
marketers, since this 13th issue is sent to 
them as a bonus with their subscription to 
NPN. 


USED BY MARKETING MEN... 


The men who receive the National Peiro- 
leum News FACTBOOK issue are the oil 
. in both 
integrated oil companies and among inde- 
dendent (jobber) oil marketing companies 
... company officials, owners, and managers 
engaged in the wholesale marketing, stor- 
age, or transportation of petroleum prod- 
ucts, oil marketing equipment, and tires, 
batteries, and automotive accessories. 


marketing management men. . 


These are the prime volume buyers of 
all types of equipment used in the trans- 
portation, storage, and merchandising of 
petroleum products ... some of your best 
customers and prospects. 


BONUS ISSUE TO SUBSCRIBERS... 


The FACTBOOK is a 13th issue pub- 
lished in mid-May, and distributed to 
subscribers as part of their regular NPN 
subscription. Extra copy sales increase the © 
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value of the FACTBOOK to advertisers, 
particularly since there is no rate increase 
... your best advertising buy for 1957... 
a must for those who wish to influence top 
oil marketing men. 


FREE DIRECTORY LISTINGS... 


Listings in the TBA Directory and 
Buyers’ Guide, and in the Buyers’ Guide to 
Oil Marketing Equipment Manufacturers 
is free to qualified manufacturers... If you 
haven’t received a Listing Questionaire, 
write today for your copy . . . be sure to spec- 
ify in which Directory you would like to be 
listed. The TBA Directory and Buyers’ 
Guide is entirely different from the Buyers’ 
Guide to Oil Marketing Equipment Manu- 


coming in May 


AND ADVERTISERS WHO WANT TO REACH THEM... 






facturers .. . the latter being published for 
the first time this year. 







AN OPPORTUNITY FOR YOU... 


Take advantage of this opportunity to 
make a maximum and year-round impact on 
oil marketing men. . . you should not forgo 










your regular advertising schedules... . 
instead you should add this all-important 
FACTBOOK issue to round out your years 
advertising . . . If your National Petroleum 








News representative doesn’t contact you in 
time for this all-important issue . . . drop us 
a line and we’ll see you get all the necessary 







information. 













EDITORIAL 
© For FREE product listings in the TBA Directory 
and Buyers’ Guide . . . March 15 


© For FREE product listings in the Buyers’ Guide 
to Oil Marketing Equipment Manufacturers . . . March 15 


CLOSING DATES 









ADVERTISING 

© Inserts (for maximum impact) . May | 
® Regular pages (plates supplied) . . April 22 
* Regular pages (copy to be set) . April 15 





















National 
Petroleum 
News 
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The McGraw-Hill Magazine of Oil & TBA Marketing 
Established 1909—All paid-audited circulation (ABC-ABP) 






330 West 42nd St., New York 36, N. Y. 
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Petroleum processors agree that when it comes to 
efficient production at any speed, no other filler can 
compare with a Horix. Exclusive Sleeve-Type valve 
construction makes it possible to fill any petroleum 
specialty product into any size or style container. 


In addition, the Horix method of fill has proven over 
the years to be the finest, most efficient method ever 
devised for liquid filling. The flow diagram illustrates 
how the product flows naturally, smoothly, by gravity, 
from the supply tank, through the valve and into the 
container. 


OTHER HORIX ADVANTAGES 


@ LASTING ACCURACY—fill cuts off exactly at established 
filling height at any operating speed. Horix filling 
valves retain this accuracy for the life of the machine. 


@ LEAK-PROOF VALVE—leak-proof valves prevent run-off. 
Clean containers are assured. 


@ NO SPLASH-—air-tight sealing of container against 
valve assures an absolutely clean fill—no splashout. 
Containers stay clean and accurately filled due to “one- 
at-a-time” removal by discharge turret. 


@ SMOOTH CONTAINER HANDLING—containers handled 
individually at both infeed and discharge which pre- 
vents damage to containers, and assures fast, quiet, 
uninterrupted handling of any container shape at any 
speed. 


DURABLE—the ability to stand up under the severest 
production loads over long periods has always been a 
major characteristic of Horix fillers. This is due to the 
simple, rugged construction with fewest moving parts. 


FILLERS AND CONVEYORS 


Mgcceece 
































NOW AVAILABLE 


A brand new folder describing 
Horix’s entire line of Petroleum 
Product Fillers for low and high 
speed production. Ask for Bulle- 
tin No. 158-E. 
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THE GILBARCO ROTO-PRIME 


GUARANTEES MAXIMUM OPERATING EFFICIENCY 


The only pump designed exclusively for petroleum han- Before you buy any pump, check these 
dling jobs, the Gilbarco Roto-Prime has a capacity range important features. lacy find no 

of 50 to 1500 G.P.M., with heads up to 160 feet. The ther Pump can compare! 
Roto-Prime can prime an absolutely dry 4-inch line in _® Positive self-priming on suction lifts 


approximately two seconds per foot of suction pipe  * Sef evacuating against = 


without initial manual priming. Suction lines can be  e Efficient volute design 
evacuated against back pressure up toeight pounds p.s.i. No gear reductions; operation at 
standard motor speed 
® No air. reservoirs or relief valves 
® Designed for outdoor service without 
secondary covering 
@ Mechanical type seal for trouble-free 
operation 
® Motor oil lubricated; minimum 
maintenance 
© Ball-bearing equipped for long wear 
and smooth, quiet operation 
® Dynamically balanced impellers. 


Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES: 


Full Priming — With Partial Priming — As Neutral— When all air and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- 
the priming pump underside of the slide, tral . . . where it remains 
in full pumping po- moving it upward to- until air and vapor again 
sition. ward neutral. appear in the system. 
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ts 
| Reo “perfect square” short 

| stroke (bore and stroke exactly 

! the same) insures smooth, full- 
volume engine breathing for 

top fuel economy and peak power output 
—as much as 1/2 h.p. per cu. in. dis- 
placement. Better breathing combined 
with less piston travel, less wear, less 
power loss due to friction gives you 
greater engine efficiency, more responsive 





horsepower. You get better gas mileage 
—longer engine life. 


Wet-sleeve construction adds to 
short-stroke efficiency and extends new 
engine performance—original factory 
tolerances are restored exactly even after 
years of rugged service and several over- 
hauls. Overhaul downtime and cost are 
cut in half. 


REO BUILDS ONLY COMPLETE LINE OF SHORT-STROKE, WET-SLEEVE ENGINES 
-«- ALL BACKED BY REO’S 100,000 MILE OR ONE-YEAR WARRANTY! 
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for short-stroke 
and wet-sleeve 


in largest line of LPG engines 


Reo brings you a complete line of Gold Comet 
engines factory-engineered for LPG. Now, truck 
operators can experience the full advantages 
of this modern, economical fuel, plus the un- 
matched performance of Reo’s advanced 
short-stroke, wet-sleeve engine design. A com- 
bination unequalled for power, performance 
and economy. 


NAME 


Reo LPG Gold Comets are available in V-8’s 
and Sixes from 100 to 235 h.p. 

You can get these new Reo LPG power 
plants in rugged Reo trucks or for replace- 
ment in other truck makes. All are backed by 
Reo’s famous 100,000 mile warranty. Call 
your Factory Branch or Distributor or mail 
coupon today. 


Mail Today! 


Please send, immediately, information on the following: 
Conventional full-comfort cab: LPG “6” LPG 


V-8__ Super-V 63 (COE) LPG V-8 





REO MOTORS, INC. 


COMPANY. 











Subsidiary of BOHN Aluminum ond Brass Corporction THLE 





LANSING 20, MICHIGAN 
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Customers 


love it... AB 
iis 


when you sell Coca-Cola 


and you 


make money... 











by the case! 
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It’s an extra profit for you 
...an extra convenience 
for your customers. 

(It’s convenient for you too, 
for if you’ve got a cooler, 
you've got case stocks of 
Coke.) Your bottler of 
Coca-Cola can supply you 
with advertising materials 
and display racks. 

Why not call him now! 


**Coke”’ is a registered trade-mark. 
Copyright 1957 The Coca-Cola Company. 
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Spout assembly is held in inverted position by 


screw-on cover cap. All fittings are recessed. Flat 
cover surface speeds stacking, saves storage space. MH OW 


To pour, you simply unscrew and remove cap 
and protective metal seal. Spout is lifted out 
elite Mel (elacte MUM oleliiilo Mom oleate MCS tights) 
above, two openings in the spout provide choice 
of fast or slow pouring speeds. For slow pour- 


ing, simply remove the small cap on. the first 
opening. Spout is fastened with the screw-down 
cap you originally removed from the cover. 
Entire operation is completed in secorids 


age e Large aperture for easy, 
J&L Utility | =~ 
© Ideal for nesting and stacking. 


Saves storage space. 
© No shipping cartons required. 


F Pail 
arm ae e Welded wire handle 


facilitates carrying. 
ith Write today for information on how new 
wi JEL allpurpon shipping and storage al 
self-storage 
spout 


Jones & Laughlin 


STEEL CORPORATION 


CONTAINER DIVISION 
405 Lexington Avenue * New York 17, New York 
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& 

- crac — : Just a twist of the wrist and the top swings 
. open. No special tools needed; eliminates 
Ls nuts and bolts; no busted knuckles. 





) i 


Performance 


NT 
| 
PETROLEUM MARKETING FACILITIES: truck 
loading racks, aircraft fueling, fuel oil bulk 
plants. 


MACHINE TOOLS: coolants and cutting oils, 
hydraulic oils. 


INDUSTRIAL PLANTS: solvents, oils, water and 
other non-corrosive fluids. 


ith | 
wit! WITH THE 


New Zxeel-So 


57 SERIES FILTERS 


Check these advantages ©* Simplified 
construction—low initial cost © Reduced 
size for compact installation @ Quick 
opening cover and provision for instan- 
taneous cartridge change ® Improved 
filtration efficiency and greater dirt 
holding capacity... result... low cost 
4 maintenance © Very low initial pressure 





drop © Avoilable for vertical or hori- 
zontal installation © Location of inlet 
and outlet connections to customer 
specifications * Wide range of product 
applications ® Units in standard design 
or for code requirements ® Non-ferrous 
construction available © Extra acces- 


; e Larger Outside Diameter 
ROX 3096 e TULSA OKLAHOMA ee e Larger Inside Diameter 
e Greater Height 
RESULT 
¢ More Filtration Surface 
¢ Lower Operating Cost 
e Higher Flow Rates 


WARNER Ee mits boise 
L EWIS 1 2 THE NEWLY Developed 
C ompaA Nn U ‘ . | CH-57PL Cartridge combines 











What year 
would you 
say this is? 


It was the year Babe Ruth pitched the Red 
Sox to a 1-0 victory in the first game of the 
World Series . . . the year that saw the death 
of John L. Sullivan . . . while Ethel Barry- 
more triumphed in “The Lady of the Camel- 
lias” . . . and the first armored car was used 
commercially. 


We like to remember the year as the par- 
ticular point in Gulf’s development when 
catalytic cracking was introduced to the 
manufacture of Gulf Gasoline. 


You say it sounds like 1918—you’re right. 


Gulf and the entire petroleum industry 
have grown steadily to keep abreast of our 
expanding national economy in the ensuing 
years. With the improvement of refining proc- 
esses, the gasoline yield from crude oil has 
mounted from 25% to more than 44%. Simi- 
larly, our estimated national reserve of crude 
oil has increased from 6 billion to a 1956 
total of over 30 billion barrels. 


Gulf has come a long way to help satisfy 
the needs of an ever-growing industrial 
nation. The relentless progress of a mecha- 
nized civilization is closely bound to the 
future of the petroleum industry. In the years 
to come, Gulf intends to expand its services in 
a continued effort to preserve our American 


way of life. 


Gulf Oil Corporation 
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get the facts!!! 
ONLY THE 





has the 
REYCOLASTIC BEARING* 


that completely eliminates need for lubrication! 


Here's another great refinement by the makers ofthe Re Teo Relate (1115 
who started a new era in SUSPENSIONS ilalecinialcin oldeh'a-1emillael-.tmred i 
the Reyco Tandem, other manufacturers are striving to imitate it Yet, 
elit Miler Mislelioil-vominl-M-tilelal-.-alile ML al me lalem aileheliloho mel mil -molgle are 


is the lightest in weight — maker. 
consistent with safety. 


THE REYCOLASTIC BEARING® is the only rubber bearing 
that permits controlled equalization of the load . . . because 


has the lowest original cost it is the only bearing that operates through the full oscillation 


— consistent with quality. ; g : ve 
cycle without severe wind-up and resulting restriction of equal- 


izer action. The famous Reyco riding qualities in combination 
with the no-lubrication feature are possible only with the 
is the easiest installed .. . 


with precision machined REYCOLASTIC BEARING. 
parts. 


THE REYCOLASTIC BEARING*® is the only rubber bearing 


used in undercarriage suspensions that is free and unbonded! 
has the strongest guaran- 


kee Snatne Kell This free action also eliminates those severe shocks which cause 


cargo damage, and increased wear and deterioration of parts. 


THE REYCOLASTIC BEARING* that now and forever elim- 
inates the need for lubrication (while at the same time provid- 
ing load equalization and requiring little or no service ever) 
is exclusive with Reyco Suspensions. 


“PATENT APPLIED FOR 


NO WONDER MORE TRAILER MANUFACTURERS USE REYCO TANDEMS TODAY 
THAN ANY OTHER MAKE! REYCO OUTSELLS BECAUSE IT OUT-SAVES, OUT- 
PERFORMS AND OUT-LASTS ALL OTHERS! 


NATION-WIDE SALES & SERVICE 


COPYRIGHT, 1957, REYNOLDS MANUFACTURING CO. 


REYNOLDS MANUFACTURING CO. 


Se Reemmecli Ge, MISSOURI 
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1957 


-year 


of the 


great 


Oil Lift! 


The chips are down, the job is clear. 
From the depths of the earth, oil men 
must lift more petroleum than ever be- 
fore in history to meet the world’s un- 
precedented and ever-growing demand. 
So great, in fact, has the demand be- 
come, that Cities Service has set the 
objective of finding and producing more 
oil in the next few years than during its 
entire history of nearly a half century! 
Meanwhile, virtually the entire scope 
of Cities Service activity also continues 
to expand to meet soaring demand. 
New oil reserves and refining facilities, 
new pipelines and tankers, and new sta- 
tions and dealers are constantly being 
added to keep pace with mounting sales. 
But the true significance of this 
growth is not measured by rising sales 
curves or production reports. Rather it 
is seen in the atmosphere which fosters 
them...an atmosphere in which a major 
corporation recognizes its responsibili- Cc ! Ti ES (A) Ss E RVI Cc E 
ties to the nation and rejoices in the 
freedom to uphold them. Progress through Service 





March, 1957 + NATIONAL PETROLEUM NEWS 























America’s Drum and Pail Manufacturers 


Are Serving Industry With 
Protection for Every Liquid Product 


ng YEAR, over $300,000,000 was spent by 
the petroleum, chemical, food, drug, paint 
and other industries for the steel shipping con- 
tainers that carry so many of America’s finest 
products. 

This huge investment is an expression of 
industry’s confidence in the excellence of steel 
containers — the strong, well-constructed 
drums, pails and cans that are the finest pro- 
tective packages. To protect their investment, 


, specily 


leading shippers are insisting that these quality 
packages be completed with quality closures. 
They are specifying ‘“Tri-Sure* Closures” for 
drums, pails and cans—and giving the best 
protection they can buy, to the best products 
they can make. 


When you order steel containers—from one 
gallon to 55 gallons—protect your investment 
in your product and your packages by specify- 
ing ‘“Tri-Sure Closures.” 


*The ‘‘Tri-Sure” Trademark is a mark of reliability backed by over 35 years serving industry. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 26, N. Y. 

CHICAGO, ILL. - NILES, OHIO - LINDEN, N. J. Baer, 
TRI- OR VER 

American Fiange & Manufacturing Co. Inc., Villawood, N.S.W., Australia MERAY 

B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 


Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pail Mall 8.W. 1, London, England 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comercio, Sao Paulo, Brazil 


CLOSURES 
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Who'll Sell Multigrades?—Marketers hope for more 
final answers this spring. The West remains a puzzle, but 
new developments are breaking in the East and Midwest: 

e Gulf Oil will introduce a third grade, Gulf Crest, at 10- 
000 stations April 15. It will be sold at 3¢ over premium, 
through a purple pump. 

e Atlantic Refining will stick with two grades and mar- 
ket a new, improved premium called Imperial. 

e Competitors think Indiana Standard will stick with two 
grades and start marketing a stepped-up regular and pre- 
mium (probably 1¢ over other premiums) by late spring. 

e Tidewater Oil expects to make a decision soon. 

On the West Coast, one marketer predicts an octane and 
price hike for both premium and regular. He sees an ad- 
vance of 0.5¢ on premium as probable. 


Highway Holdup—Oil men studying the possible routes 
of new highways to be built under the federal program 
warn of latent local opposition. They say few communities 
are now aware of the ‘possible effect on local business if 
they’re bypassed by new highways. When realization 
dawns, look out for political storms, they say. 


4, ae 


Fading—There’s little chance for 


any immediate oil industry “control” legislation as a re- 
sult of the congressional hearings. Price increases irritated 





Going on Discount Case—Don’t look for signif- 


Slow 
icant developments before next summer in the Federal 











Tax Up, Gallonage Down—With more than a dozen 
states weighing proposals for higher gasoline taxes, some 
marketets think gallonage may be at stake. A recent 
analysis of gasoline consumption shows that in three North- 
eastern states with increased tax rates, gallonage growth 
was only about half as great es in three neighboring states 
that held the line on taxes. Now considering higher taxes 
are Arizona, Indiana, Maine, Missouri, Montana, Nebraska, 
New Hampshire, New Jersey, North Dakota, Oklahoma, 
Pennsylvania, South Dakota, Tennessee, Vermont. 


Will Margin Hikes Satisfy NOJC?— Most observers 
think the recent round of margin increases will stop any 
moves by National Oil Jobbers Council to press for a gov- 
ernment investigation of marketing. Others expect “going- 
to-the-government” talk to stop for awhile, then be re- 
newed. Says one, “I don’t think they'll ever actually go; but 
it’s a handy threat.” A top NOJC official says, “Practically 
every jobber feeis 0.25¢ isn’t enough. But it is some recogni- 
tion of our increased operating costs.” Some suppliers have 
warned that continuation of margin increases depends on 
holding recent price hikes. Some suppliers are now warning 
that jobbers can’t expect any more in the way of margins; 
and that they've got to spend more time and effort finding 
ways to become more efficient. 


S-11 Compromise?—A new attempt to compose differ- 
ences between jobbers and dealers over the “anti-good- 
faith” bill (S-11) may take place this month if new plans 
materialize. A meeting, being pushed by H. F. (Hiff) 
Horning, executive secretary of the Northwest Petroleum 
Association, would bring together key National Oi! Jobbers 
Council and National Congress of Petroleum Retailers 
officers, and their respective general councils—Otis Ellis 
and William Snow—in Chicago. 


Watch Those Turbines—A Detroit official predicts 
turbine engines will be offered as an option within 


engine and today’s reciprocating engine are still very much 
in the race to become “engine of tomorrow.” High fuel con- 
sumption is one of the main problems to be overcome with 
turbines. Significant signs: Chrysler has substantially ex- 
panded its research facilities to permit more extensive auto 
turbine work; Chevrolet and Ford are both experimenting 
with turbines in trucks. A Ford official says the turbine will 
be introduced in trucks before it is in automobiles. 


Did They it?—A large major plans to go one step 
further in testing its television advertising. The company 
will conduct an experimental test to find out if its com- 
mercials actually motivated listeners to buy its gasoline. 
Current testing seeks to find out only if listeners heard and 
remembered the commercial message. 


For More Ahead of the News > 
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Broader Service Coming?— Worries about the future of 
auto lubrication as a source of profits are causing some 
marketers to do a lot of thinking and planning. 

e One major-company official warns that marketers had 
better look for new ways to use station lube bays, or else 
plan to scrap them. He predicts you'll see cars that need 
little or no lube service within a few years (some Detroit 
sources say maybe three or four years). This man believes 
the right answer is for stations to take on more minor serv- 
ice jobs—especially in neighborhood locations. 

e Another major plans several experimental neighbor- 
hood stations designed to handle extensive light repairs. 
They'll have two lube bays in the rear, plenty of parking 
space. 

e A third major is reportedly considering the opposite 
approach: experimental stations with no lube bays. This 
idea isn’t popular among majors. Some say it eliminates a 
big selling point traditional with major brands. 


State Control and the Highways—Seven more states 
are considering legislation this year to prohibit state oper- 
ation or control of service stations along state-owned rights 
of way. Colorado, Connecticut, Delaware, Massachusetts, 
North and South-Carolina, and West Virginia legislatures 
all have bills to write the “free enterprise” provision into 
their limited-access highway laws. 


Fuel Oil Quality Race—Look for other majors to get 
into the heating oil additive derby now that Esso Standard 
Oil Co. is marketing a premium heating oil with a new 
additive, Paradyne HO-4. Enjay Co. is selling the additive 
to other refiners and blenders. Until Esso entered the field, 
“premium fuel” additives came from non-oil companies. 


Co-op Auto Training—Auto companies will have to start 
getting station dealers into their training schools if they 
waat to insure proper service for their cars, says one major- 
company official. He says tough competition among auto 
dealers often leaves too little margin to support good serv- 
ice departments. Some oil executives are inclined to dis- 
count auto company training efforts; others see a crying 
need for today’s dealer to keep close tabs on new service 
techniques. But auto companies say present response to 
their training programs from station personnel has been dis- 


appointing. 


Price Jitters in Texas—Hudson Oil Co., headquartered 
in Kansas City, is building a station in Houston and has 
plans for tw> more. It’s Hudson’s entry into Texas, and 
jobbers there think it'll mean a number of price wars. 


More Play for K—A major Midwest heating oil supplier 
is testing a new way of figuring reserve supply in home 
storage tanks. It’s based on K Factor (individual consump- 
tion rate) rather than tank size. The company aims to give 
all heating oil accounts a five-day reserve supply to even 
out peak deliveries in cold weather. 
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Minimum Wage for Dealers?—Chances are good that 
the minimum wage law will be extended to many retail and 
service employes now exempt—possibly including many 
thousands at the jobber and service station level. The im- 
pact of the change, if it comes, is hard to judge until the 
legislation runs the congressional gamut. The Eisenhower 
administration and influential Democrats favor the ex- 
tended coverage, but it still faces heavy opposition. So 
compromises in the proposal are likely. 


Spctlight on Auto Imports—Servicing foreign cars will 
gaia importance this year if a predicted upswing in foreign 
car sales materializes. Ford, for example, plans to import a 
sizable number of its Anglia and Prefect models for U.S. 
consumption, These cars have a 48-inch width between 
wheel centers (narrowest among conventional cars) and 
present something of a problem on drive-on hoists. Another 
maker, Volkswagen, expects to sell some 60,000 units here 
this year. This means foreign cars could constitute about 
2% of the total U.S. market soon. 


Drovght-Area Aid—A nile company has prepared a 
comprehensive study on the Federal “soil bank” measure 
to help its jobbers, particularly in drought areas. By 
analyzing the details and showing what the probable 
application might be on a county-by-county basis, the com- 
pany will be able to show jobbers what crop volume to 
expect in their areas. That will enable them to determine 
their own business outlooks on the basis of those expecta- 
tions, 


Phillips Keeps Marching—Phillips Petroleum Co. is 
still pushing its “March to Maine.” In its newest move, 
Phillips will extend its Tennessee marketing area into the 
eastern part of the state. Company officials have talked 
with several prospective jobbers, but no contracts have been 
signed. Central and western Tennessee will be covered out 

of Nashville, eastern Tennessee out of Knoxville. 


Unions for Southwest Drivers?—Jobber truck drivers 
in the Southwest may be a new addition to labor organizers’ 
lists. A big marketer in the area, who also has oil produc- 
tion, reports that a Teamsters Union group has organized 
its truck drivers. Some other regional marketers fear that 
this is only one of many moves to come. 


Stamp War Intensifies—The battle over trading stamps — 
continues to pick up momentum. The Canadian 
. threatening _— test to ban stamps; it has been under 
eavy pressure anti-stamp groups, including retailers 
and the one-million member Canadian Labor 
Maryland general assembly is considering a regulatory bill 
that would effectively cripple stamp activity in the state. 
In Tennessee, a proposed 2% tax on all wee sheer transactions 
is meeting stiff opposition—100 housewives marched on 
the capitol to protest. Others flooded Governor Clement 
with postcards saying “$0$—$ave Our $tamps.” 
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Petroleum Indicators 


NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
Feb. Jan. Feb. 
1957** 1957 1956 
Gasoline 
(regular) 12.69 12.39 11.70 
Kerosine 12.03 11.69 10.98 
Distillate 10.52 10.13 9.53 
Residual 6.51 6.33 5.14 
4 principal 
products 10.48 10.19 9.37 
Lube oil 24.17 23.28 21.99 
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MONTHLY PETROLEUM STATISTICS 







Primary stocks (Last Day) — Feb, 1957* Jan. 1957 Feb. 1956 
Finished and unfinished gasoline (thous. bbl.) ........ tm 199,895 195,906 196,092 
Toa FON CU NE) i. es oe ee es 93,516 101,242 71,335 
Kerosine (thous. bbl.) ....... ee ans Dee ewes 23,614 24,764 18,712 
Residual fuel oil (thous. bbl.) ...... Seaeaan 50-8 ic ae age 37,042 38,400 35,673 






Crude oil—B. of M. (thous. bbL) ..............0..0204.. 250,927 254,048 259,504 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) ................... 8,129 8,208 8,047 
Foreign crude included (thous. bbl. -) pees wet. Chae 4 820 836 853 

% of refinery capacity operated ....... bp Sa 91.4 92.8 95.5 


Refinery Output 


















moeeomen (thous, DU Gime ke eee. 3,909 3,904 3,745 
Kerosine (thous. bbl. daily) ........ eee se, 377 376 385 
Distillate fuel oil (thous. bbl. daily) .. 4 dig RROON a5 40» 2,022 2,076 1,918 






Residual fuel oil (thous, bbl. daily) .........2.......:.. 1,267 1,271 1,286 
Crude Supply 










U. S. crude oil production (thous. bbl. daily) .............. 7,456 7,411 7,208 
Crude oil imports (thous. bbl. daily) ................... 869 790 847 
° . *Through Feb. 8. 






Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 






MONTHLY MARKET TRENDS 













Latest Month Previous Month 













Exports of crude and refined products (thous. bbl.) ........ 22,298 (Nov.) 12,258 9,339 
Average station gasoline price, ex tax (¢ per #) ew 22.66 (Feb.) 21.49 21.44 
Gasoline consumption (million gal.) ... .. a 4,917 (Oct.) 4,623 4,624 

_ Service station permits (number) .................... Ne 959 (Sept.) 974 866 
" Passenger cars—domestic shipments (thous.) ............. 598 (Dec.) 557 668 
Trucks and buses—domestic shipments (thous.)............ 66 (Dec.) 76 88 
Automotive replacement tire shipments (thous.) .......... 3,803 (Dec.) 3,881 3,298 
Replacement battery omg CD i oe ee. 2,594 (Nov.) 3,015 2,697 
Oil burner shipments (thous.)....................... Ve 94 (Oct.) 98 95 
Service station sales, all ee ($-million) ..... a 1,143 (Jan.) 1,182 1,013 
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Profit in the 


THE CHIEF BY-PRODUCTS ef the 
refinery—residual fuel oil, asphalt, and 
coke--are getting an increasing share 
of attention today in a number of oil 
company sales programs. 

These products are often overlooked 
in sizing up market opportunities, be- 
cause they come from the bottom of 
the economic scale in refinery opera- 
tions as well as from the heavy frac- 
tions of the crude barrel. 


uct. For example: 

_@ The higher cost of some of the 
lighter oils today—distillate fuel, for 
instance—is leading large industrial 
consumers to try substituting residual 
fuel (in part) for the lighter fuel. The 
improved stability of heavy oils in 
storage, and better combustion tech- 
niques, are expected to widen use of 
residual in some fields. 

e The new federal highway pro- 
gram will greatly expand the markets 
for asphaltic by-products. 

The oil companies are also recog- 
nizing that around 20% of the crude 


over-all refinery operations. 

Total refinery output of residual 
fuel, asphalt and coke has grown from 
507,609,000 bbl. in 1950 to 558,273,- 
000 bbl. in 1956, almost 10% growth 
in the six years. Their production in 
1956 was 19.2% of crude run to the 
refinery stills. The wider use of 
coking process in the last few 
has brought about a drop in the 
duction of residual fuel, but the 
duction of coke, another marketable 


fe 


3 


~be further developed, says a study 
made recently by P.. W. Van Sant, Jr., 
and A. S. Orr of Gulf Oil Corp. Indus- 
trial uses for operating open hearth 
furnaces, soaking pits, cement kilns, 


Bottom of the Barrel 


P>  wiampcas of bbl. annually 







500 










1950 1951 


industrial boilers, and other manufac- 
turing purposes, represent the largest 
single requirement, about 31% of the 
total, This single use for residual fuel 
increased 262% from 1940-1955. 
Second largest requirement is for 
marine use, nearly 21% of the total. 


This use expanded 188% from 1940 to. 


1955. Heating use of residual fuel oil, 
representing 15.5% of the total, in 
1955 was 192% of the 1940 require- 
ment. 

Asphalt: Bright Future—The output 
of asphalt, including road oil, at U.S. 
refineries has grown from 65,168,000 
bbl. in 1950 to 102,199,000 bbl. in 
1956, a growth of nearly 57%. Biggest 
single expansion factor in the future 
market for this product is the $50-bil- 
lion, 10-year highway construction 
program, just now getting under way. 
It is estimated requirements here may 
reach 105-million bbl. by 1960 and 
continue at that rate through 1967. 
Use of asphalt for roofing and mis- 
cellaneous uses is forecast at 31-mil- 
lion to 32-million bbl. by 1962. The 
total of 136-million bbls. will 
sent a growth of 30% from the 1956 
output. 


Refinery Production, Residual Fuel Oil, Asphalt and Coke 
(Million bbls Annually) 


1950 1951 
Residual Fuel Oil... 425.2 469.4 
Asphalt & Road Oil .. 65.2 72.4 
Oe ie 17.2 19.0 
Et 507.6 560.8 
% Crade Run to Stills 24.2 23.7 





1952 1953 1954 1955 1956 


453.9 450.0 4168 420.3 4251 
ita 79D: OZ ‘He  i0ae 
18.1 216 19.8 244 310 

549.3 550.6 518.7 536.3 558.3 
22.5 21.6 20.4 196 19.2 








RESIDUAL 
FUEL OIL 











petroleum coke is as domestic fuel. 
For coke, as for asphalt and to a 
factor of transportation cost in relation 


adit 








































Use this faster Way 


to make safe deliveries 
to underground tanks 


EVER-TITE 


97 Twisting Cap 


a; 


97 Locking Cap 
Can be podiocked 


97 Adapter 


No. 97 
Ever-Tite 


a 


1. 
97 Adapters for Ever-Tite "99" Coupler 


"99" Coupler 
with Sight Gauge 


‘ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” I.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed —a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” LD. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 


U, 


wun, 








a a) 


To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*T he Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum indusiry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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It’s a fact—every year thousands of dealers make the 
important switch to Sinclair. The trend to Sinclair is 
greater than ever. 


Today, Sinclair Dealers are enjoying gréater profits than 
ever... thanks to Sinclair’s customer-making new gaso- 
line... Power-X with X-Chemical, Backing this great 
new gasoline is Sinclair’s greatest newspaper, magazine, 
radio, TV and 24-sheet poster advertising program. 


Plus powerful point-of-sale promotion. Sinclair Dealers 
also enjoy the benefits of the Sinclair 5-Star Dealer 
Aid Plan. 


Now is the time for you to make the change to Sinclair. 
See your Sinclair Representative or write Sinclair Refin- 
ing Company, 600 Fifth Avenue, New York 20, N. Y. 
Ask, too, about the Sinclair TBA Franchise, featuring 
Goodyear, the greatest name in rubber. 


Dino, the Sinclair Dinosaur, says: 
“Sinclair leads the industry 
in dealer assistance” 
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A Useful Device, and Cheap 


Some surprising benefits for major company suppliers and jobbers 
promise to emerge from a rather dull and technical aspect of marketing: 
the long-term lease for retail dealers. 


Long-term leases have been around for some time, and developments have been 
steady; but they have been so gradual as to go virtually unobserved. Still they are 
making headway, and a definite case is being made for them (see page 92). 

It has been argued that a good dealer doesn’t need a long-term lease, that 
suppliers will go out of their way to hold him. Conversely, some of the lease support 
comes from less competent dealers, those whom suppliers don’t want to be saddled 
with. 


Six majors, however, are actively promoting long-term leases, and their 
experiences convince them that they are worth while. They feel that their 
dealer morale has been lifted. Proponents feel the long-term leases help attract 
better prospects and tend to reduce turnover. (The turnover problem is so great, 
however, that a single measure, such as the long-term lease, is not the complete 
solution.) 

Perhaps the greatest value is moral and psychological. The long-term leases 
reflect the supplier’s confidence in his dealers. Further, they strengthen the total 
dealer position by emphasizing the stability and permanence of a business. 


Long leases can contribute to the betterment of supplier-dealer relations, 
which is still one of the most vexing problems in oil marketing. The long- 
term lease is an easy device and relatively cheap. 


Humanizing the Ad Pitch 


Gasoline advertising, the object of some sharp criticism in this era of 
super fuels, has come in for another critical appraisal that should cause 
marketers to re-examine their advertising approach. 


A Chicago Tribune study indicates that the advertising message isn’t reaching 
the public (p108). Much advertising is in the spirit of an old-time pitch for snake 
oil, even to the strident notes and florid claims. This can leave the public with a 
poor impression of an industr, that has long suffered from unfavorable public 
impressions, 

Both the individual advertisers and the industry as a whole might benefit if 
more of the advertisements were humanized so that people would react favorably 
and also understand what the advertiser was talking about. 
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What Do Long Leases Offer 


say many marketers. Long-term leases 
are more trouble than they're worth, 
and dealers don’t want them — despite 
claims by dealer associations 


say a growing number of majors. Long 
leases can demonstrate your interest 

in dealer welfare, and give dealers a 
bigger stake in the business 


® Two years ago only three majors offered long leases 


® Today, six are pushing them hard. Eight more offer 
long leases to qualified dealers who ask for them 


® Dealer demand isn't heavy, but many companies expect 
the number of long leases to rise. Here's why 


LONG LEASES contribute heavily to dealer morale 
and security, say the companies promoting them. 
That means better dealer relations, public relations, 
and government relations. 

These and other factors are causing a number of 
major companies to change their minds about the 
merits of leases for three or more years. Today six 
companies are actively promoting long leases: At- 
lantic, General Petroleum, Richfield of California, 
Socony Mobil, Standard of Indiana and Tidewater’s 
western division. 

Other majors doubt the values of long leases. One 
major company man says they produce no benefits 
for the supplier. He believes “they’re more trouble 
than anything else.” 

A Midwest supplier says long leases don’t offer its 
dealers any more security than a one-vear lease. He 
says the company’s cancellations average less than 
1% anyway. Other suppliers say they aren’t particu- 
larly interested in long leases because their dealers 
just don’t want them. 


Accentuate the Positive 

Long-lease supporters admit dealer demand is 
smaller than some dealer associations want you to 
think. They say this is beside the point because deal- 
ers are interested; and they have figures to back 
them up. 

For instance, 60% of Richfield’s 1,527 lessees are 
on three-year leases. Other companies that promote 
long leases have similar evidence (see chart). 

Take a positive approach, they say, and you'll find 
that long leases create better morale, a better attitude 
toward the supplier, and even more, a better attitude 


toward the whole industry. That’s the view of James 
W. Ross, assistant general sales manager of Standard 
Oil Co. (Indiana). 

There’s a similar effect in a point admitted by 
many long-lease opponents: longer contracts en- 
courage dealers to invest more money in their stations 
and make it easier for them to obtain loans for this 
purpose. Backers point out that station improvements 
certainly benefit the supplier as weil as the dealer. 

Dealer security from long leases produces another 
benefit for the major company, reports Len C. Jobe, 
assistant manager of retail merchandising for Gen- 
eral Petroleum: “The amount of time spent in rene- 
gotiation, as well as the tension that goes with this, is 
greatly reduced. In fact, it’s about one-third of what 
it would be otherwise.” 

Opponents belittle the idea that long leases might 
help reduce dealer turnover. They say the man who 
can qualify for a long lease is the kind who wouldn’t 
quit the business anyway. 

Supporters have an answer here, too. Longer leases 
can help attract the “right people” into the business, 
says George D. McDaniel, Socony Mobil’s new dis- 
tributor-dealer relations expert (NPN—Feb., p 105). 
He believes this can mean fewer potential turnover 
candidates running stations, and a drop in turnover. 


How Big Is Demand? 


It seems hard to measure because long leases have 
been a political football in the past. Dealer associa- 
tions aren’t pushing them so hard any more, but some 
suppliers are still suspicious. They report offering 
long leases, sometimes because of association re- 
quests, only to have dealers fail to ask for them, or 
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You and Your Dealers? 


even turn them down. Esso says a 1953 survey of its 
dealers showed less interest in long leases than a 1949 
survey did. 

Tidewater’s western division estimates demand at 
only 10% —but decided recently it’s still worthwhile 
to go out and “sell” long leases. Sun, too, reports little 
demand, but enough interest to help persuade the 
field force that long leases are a good thing. 

National Congress of Petroleum Retailers is still 
urging long leases. They’re also discussed at nearly 
every dealer meeting with marketers, reports Eugene 
Pittaluga, president of Southern California Service 
Stations Assn. 

What might make dealer interest seem smaller than 
it is? Backers of long leases say there are three 
reasons: 

e Habit. Dealers who have been operating success- 
fully may see no reason to change the pattern. James 
W. Ross, assistant general sales manager of Indiana 
Standard, says this is more likely to be true of older 
dealers worried about their health or thinking of re- 
tirement. They don’t want to tie themselves down for 
more than a year. But they’re the exception, he says. 

e Price wars. “In price war areas, dealers don’t 
want to tie themselves down to a three-year lease,” 
says Socony’s McDaniel. “That’s the only place I’ve 
found where they don’t.” (But Gulf Oil Corp. says 
the only places it has felt demand for long leases are 
the New York and Boston divisions. Both have their 
full complement of soft-price areas.) 

e Foot-dragging in the field. Its not enough for the 
front office to announce that qualified dealers can get 
long leases, say some marketers. Field salesmen must 
follow through, sometimes even creating demand or 
bringing it out from beneath the surface. Those sales- 
men who use yearly lease renewals to threaten deal- 
ers, despite top management orders to the contrary, 
naturally won’t care for long leases. 


How to Sell a Long-Term Lease 


Methods vary among companies promoting long 
leases. Richfield of California and Atlantic both offer 
the longer contract to every lessee who completes two 
years with them as a satisfactory, reliable operator. 
“Offering” means having the salesman ask the dealer 
if he’d like the longer lease, citing its advantages. 
Richfield and Atlantic lead the majors in percentage 
of lessees on long-term leases. 

Tidewater’s western division seems to be taking the 
same tack in its new program. Headquarters says, 
“We strongly favor long-term leases and intend to 
make sure the field organization feels the same way.” 
It is accomplishing this through conference meetings 
with key personnel. 

Socony encourages its divisions to offer long leases 
but has no flat rule. “If the front office dictated to the 
field, we’d have them giving long leases to dealers 
who don’t deserve them,” McDaniel says. The com- 
pany mails a copy of its dealer policy statement to 
every lessee, so he'll know he’s entitled to a long 
lease when he’s qualified. And headquarters ranks 
each division periodically to encourage competition 
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Long Lease Scoreboard 


% of lessees length of 
on long leases lease (years) 


89% of eligibles 
few 


: few 
2%, growing 
° 29% 
under 2% 
over 10%} 
few 


Company 
Atlantic* 
Carter 


: ER 5 RIES 4 aa 


in getting long leases. Best performer in 1956 was 
the Buffalo division, with 44%, compared with a 
company average of 20%. 

Standard of Indiana takes a similar approach. The 
home office gives long leases its full endorsement, but 
leaves it up to the field. The sales force’s experience 
with the plan has been good, so there’s no problem 
of foot-dragging. 


Who’s Qualified for a Long Lease? 


Dealer qualifications can be a bone of contention, 
especially when suppliers feel there are too many 
undeserving dealers looking for a long lease so 
they'll be assured of a soft berth. 

Despite this, there’s a solid core of thinking among 
marketers about who’s qualified for a long lease. He’s 
the dealer who works hard, pays his bills promptly, 
follows most of his supplier’s merchandising and 
management suggestions, and has been with the com- 
pany a few years. Two years seems to be the most 
common service requirement; it’s the minimum with 
Atlantic, Conoco, Richfield and Shell. If a dealer 
switches to Shell and asks for a long lease, the com- 
pany requires a minimum of three years with the 
competitive supplier. General Petroleum has only a 
one-year minimum, and McDaniel says Socony has 
given long leases after six months’ service: “If you 
can’t tell within the year whether a dealer is qualified, 
you’re pretty weak in your judgement,” he says. 

Financial stability is another frequently mentioned 

(Continued on page 94) 





‘More companies are giving dealers advantages on cancellation. They 
believe dealers feel an obligation to live up to a lease. . .’ 


(Story begins on page 92) 


requirement. Besides checking on prompt payment 
of bills, one major likes to know how much capital 
the dealer’s got. Another company requires evidence 
that a dealer will make station improvements before 
it agrees to a long lease. 

Station Qualification—In the past, some marketers 
have said metropolitan stations were unsuited for 
long leases because available dealers were too likely 
to be the wrong kind. They’ve also said that fast- 
growing suburban spots couldn’t be put on long leases 
because rentals couldn’t adequately cover possible 
rises in property values. 

Now, few majors feel that station location is a 
criterion for a long lease. Conoco makes sure that a 
15- or 20-year third party lease won’t expire before 
the end of its three-year sublease to a dealer; it puts a 
ceiling of 10% on the number of stations on long 
lease, for that reason. General Petroleum also keeps 
an eye on third-party leasing when giving a long-term 
lease. 

General Petroleum’s Jobe says GP won’t put a long 
lease on a station that might need rebuilding during 
the contract period, or “where homes are just starting 
to build up. The area would have to stabilize first.” 
He says the company is less concerned with property 
values in such areas than with steady gallonage, be- 
cause it charges the same flat rent throughout the 
lease period. 


Which Long-Lease Terms Are Best? 


There’s a good deal of agreement on the length 
of leases, not so much on the rent provisions. Most 
companies that go over a year offer a three-year 
term. GP and Tidewater’s eastern division also offer 
two-year leases. Tidewater’s western division decided 
four years was the optimum and the eastern division 
expects to move up to that figure. Some companies 
will go up to five years as a matter of course. 

Leases can go even longer than that. One big At- 
lantic jobber has nothing less than five-year leases, 
with the majority of his dealers on 10-year contracts. 
He does this to stimulate their interest in their roles as 
independent businessmen. “Major companies with 
one-year leases and cancellation clauses are in a posi- 
tion to exercise too much control over dealers—and 
they do,” he charges. 


What Kind of Rent?—Texaco and Gulf, like GP, 
have a constant rent over their long lease periods. 
Others try to protect their real estate investments by 
allowing for rent increases. 

One way to do this is to specify rate changes when 
the lease is drawn up. Socony does this so the dealer 
will know what he will have to pay—say $400 a 
month for the first year, $450 for the second and 
$500 for the third. Shell does the same thing with 
stations whose volume can be expected to rise. 

Companies that figure station rent on a per-gal- 
lon basis can do the same thing with long leases, so 
rent will go up as business increases. Richfield fol- 
lows this system; so does Conoco, where new stations 
are concerned. Conoco also sets yearly maximum 
rents for some stations; after that sum is reached, the 
dealer pays no more rent for the year. 


Atlantic is experimenting with a new and inter- 
esting twist on the sliding scale. It’s designed to make 
the dealer feel he’s not penalizing himself by doing 
more business, and to disconnect rent from the 
price of gasoline. Rent is based on a percentage of 
the gross dollar volume, and the percentage goes 
down as the volume rises. 

What About Cancellation?—More and more com- 
panies are giving dealers greater advantages in can- 
cellation clauses. There’s a growing feeling that deal- 
ers feel a moral obligation to live up to a lease even 
when they have an out. 

Some majors take pains to give the dealer the 
same cancellation rights the company has, with either 
party able to cancel only for specific violations of the 
contract. Others give the dealer the right to cancel 
for any reason at all, while the company can cancel 
only for specific breach of contract. Atlantic and 
Richfield do this; they require 60 days and 7 days 
notice, respectively. 

Tidewater’s western division allows the dealer to 
cancel at any time on 30 days notice, for any 
reason. The company may cancel without reason at 
the expiration of the first six months and the second 
six months of the four-year lease, by giving 30 days 
notice; after the first year, it may cancel only for 
violations. 


How Long Leases Are Growing 


There’s little doubt that long leasing is on the up- 
swing. A southwestern major opposed to long leases 
still admits there will be an increase in their number, 
but says some of the increase will be the results of 
pressure by dealer associations. NCPR’s Nerlinger 
looks for an increase “because the principle involved 
is right, and because conditions demand it.” 

Atlantic points to its record as proof of the trend 
to long leasing. It has 10% of its eligible lessees on 
long leases in 1953; 17% in 1954; 65% in 1955, and 
89% last year. Marketing vice president Dwight T. 
Colley expects to come fairly close to 100% of the 
eligibles in the near future. Sun Oil Co. is with the 
trend, too: it aims to get 20% of its lessees in each 
region on long leases by the end of the year, though 
there weren’t many a year ago. 

McDaniel of Socony is also optimistic. “I’ve been 
giving long-term leases for 25 years in the field,” he 
says. “The company has come a long way from 
giving "em in exceptional cases 'to hold someone, or 
take someone away from the competition.” He’s not 
satisfied with the company’s 20% on long leases, 
however. “It should be 50% by three years from 
now,” McDaniel says, “But I'd like it even higher.” @ 
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Backed by plenty of hard cash, 
American Petrofina is starting from 
scratch. Right now, crude’s the major 
interest. When Fina does start to 
move in marketing, it will rely heavily 
on jobbers. Here's a fast progress 
report on the industry's newest baby, 
and a look at its plans to become an 
integrated giant 





American Petrofina’s Jackson: His eyes are on the future 


What Finas Up To Now 


FINA’S OBJECT is to become a full-fledged integrated 


company and sink its hooks in the U. S. oil market. That’s 
what it was set up for by its Belgian parent, Cie. Finan- 
ciére Belge des Petroles. 

The man in charge is Harry A. Jackson, Jr.—brisk, 
fiftyish and an ex-vice president of Tidewater Oil Co. 
Since he assumed the presidency last August, Jackson’s 
bought two independents and put deals on the fire for 
more, as part of an opening drive for crude reserves. 
“We want to start by assuring ourselves of enough crude 
supply,” he says. “Anything else would be running ahead 
of our interference.” 

At the moment, the Fina backfield consists 
of only three men: Jackson, financial vice president Roger 
Gilbert, and Joshua S. Cosden, Jr., Jackson’s assistant. 

Jackson gets $75,000 a year to lead this striking force. 
He and Gilbert spend most of their time inspecting prop- 
erties and buying them if conditions are right. Cosden 
was brought in last December as a general Man-Friday, 
and Jackson expects him to go far with Fina. 

Panhandle Oil Corp. and American Liberty Oil Co., 
both of Texas, are the only Fina acquisitions so far. Crude 
reserves were the big selling point, although both happen 
to be integrated, Panhandle, which Gilbert headed, has 
15-million-bbl. reserves; refines 7,500 b/d at Wichita 
Falls, and sells through 95 jobbers and about 250 stations. 
American Liberty has about 14-million-bbl. reserves; re- 
fines 16,000 b/d at Mt. Pleasant, and sells through 52 
jobbers and almost 400 stations. 

Jobbers in the Future—American Fina will follow a 
different pattern from that of its northern cousin, Cana- 
dian Petrofina (NPN—Nov. °56, p112). The Canadians 
got into marketing fast, but American Fina won't. “If we 


by JOHN T. BETHELL 
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find a good integrated company like American Liberty 
we'll buy it,” says Jackson, “but we really want crude. 
After all, few good integrated companies want to sell.” 

Jackson won’t bind himself with a timetable and has 
no target date for Fina’s marketing debut. When the time 
arrives, it will see an almost 100% jobber operation: “We 
won’t have any salary operation for quite a while. It’s 
an impossibly big investment.” Fina will pick up jobbers 
the way it plans to pick up producers: find a good bet, 
make an offer. 

Marketing area? Jackson is no believer in territorial 
contiguity. “I wouldn’t care if I had a marketing chain 
in Tampa and one in Seattle,” he says, “as long as they 
were good ones. If we could get hold of a company with 
good management and fine marketing facilities, we’d put 
up the Fina brand wherever they happened to be.” Jack- 
son emphasizes standards; any sub-par outlets will prob- 
ably be operated under their old brands. 

Marketing may take a back seat now, but Jackson 
isn’t ignoring it. The refinery at Mt. Pleasant makes a 
large amount of asphalt, and Jackson expects it to find its 
way into new Federal highways. He’s also buying real 
estate in Texas, in anticipation of highway routing there. 

The Man With the Ball—As a virtually autonomous 
representative of a giant parent company worth $590- 
million, Jackson has unusual advantages: world-wide crude 
agreements, unlimited credit, enormous cash reserves, and 
a setup that attracts top personnel. His own operation is 
already solid, with $90-million assets ($38-million cash, the 
rest in Amlico and Panbandle). 

Jackson is a hard worker who gets going at 8:30 and 
doesn’t quit until 6:30. He eats no lunch when he has no 
lunch dates, usually works Saturdays. He likes people, 
travel and bargaining—that’s one part of his job he never 
wants to give up. Since his contract runs 10 years, there 
should be plenty of time for bargains. « 
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General 


Emptied of cars by Sweden’s fuel pinch, Stockholm’s busiest street — Kungsgatan — was bare on Sundays 
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T HE OIL SHORTAGE caused by the Suez crisis hit Sweden 
harder than any other European country. The Swedes 
were hurt in two places: in the midst of a very cold winter, 
there was only enough fuel supply to keep room tempera- 
tures at a chilly 59°. And in coal-less Sweden, where in- 
dustry is mainly oil-powered, plants had to stop down on 
production. Thousands of workers all over the country 
were left idle. 

In Stockholm, 35,000 flats had no warm water after Dec. 
1. Automobile plants like Volvo, GM and Ford cut back 
30%, and shifted to a four-day week. 

Motorists were squeezed severely, too; no private cars 
could be driven on Sundays. From six o’clock Saturday 
evening to six on Monday morning, only cabs and busses 
were allowed on the streets. 


Prohibition on Sunday driving left stations deserted. 
On weekdays, gasoline was sold only from 10 to 6 





Furnaces that once burned oil had to switch to rubbish 
and coal. This furnace serves over 2,000 apartments 


Cargoes from the U. S. brought some relief. Tankers like this 26,000-tonner made their first Sweden runs in years 
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What the ‘Anti-Good-Faith’ Bill 


Supporters of the bill say: 


1. Dealers would be helped. The bill would slow or halt price 
wars by stopping discriminatory price cutting. 


‘Regular’ jobbers would-be helped because ‘‘distress’’ sales 
RoW dh es ol g(a - Me) ol-1aeh ole MW 2010] (o MM cL MV iTaallatehictem 


Cut-rate jobbers who operate their own stations would 
probably be put out of business. 





"fl CAN SEE AT A GLANCE there’s complete disagree- 
ment over the kind of changes the so-called “Anti- 
Good-Faith” bill would bring to oil marketing. That un- 
certainty is one big reason why the opposition is building 
up. i 

One thing is sure, however. Chances are better than even 
that the measure will be passed by this Congress in some 
form—either this year or next. 

One of the industry’s best-informed officials puts it 
this way: “I'll lay you odds that if you could take a vote 
behind closed doors, Congress would go against this thing 
overwhelmingly. But it’s been so widely publicized as a 
great thing for small business that few congressmen can 
risk being against it.” 

As a result, the oil industry must depend on making such 
a good case in committee hearings—and behind-the-scenes 
lobbying—that the measure never gets to the floor for a 
vote. And that’s an uphill fight. 


Here’s the Background 


The bill is sponsored by Rep. Wright Patman (D., Tex.) 
and Sen. Estes Kefauver (D., Tenn.). It’s number H.R. 11 
in the House, and S. 11 in the Senate. 

Opposition to the bill comes mainly from the National 
Oil Jobbers Council and suppliers. They’re getting some 
help from manufacturers of other goods, like cement, chem- 
icals, steel and paper. NOJC is virtually alone among small 
business groups opposing the bill. 

Supporters are led by the National Congress of Petro- 
leum Retailers. NCPR is getting strong help from other 
small business groups, like the retail grocers and druggists, 
food brokers and the National Federation of Independent 
Business. 

NCPR says most dealers favor the bill. Many marketers 
are inclined to doubt it. They say chances are most dealers 
don’t know much, if anything, about the bill. Some suppli- 
ers are actively briefing their dealers in hopes of building up 
opposition to the measure. 

The bill itself is aimed at limiting or destroying (depend- 
ing on your viewpoint) a clause in the Clayton Act that 
says it’s legal for a supplier to lower prices to some, but not 
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all, buyers—so long as he does it in “good faith” to meet 
competition. 

The same proposal passed the House last year by an 
overwhelming 393-3 vote. Only adjournment for election- 
year campaigning prevented its approval by the Senate. 

This year hearings will be held by the House Judiciary 
Committee, headed by Rep. Emanuel Celler (D., N.Y.). 
He agreed to hold hearings after getting a barrage of letters 
from oil jobbers and other opponents of the bill. 

Many congressmen who voted for the proposal last year 
were under the impression it had solid small-business back- 
ing. They’re having second thoughts now that one substan- 
tial group of small businessmen—oil jobbers—has protested 
so loudly. 

What the Law Says—A look at the background of the 
controversy shows plenty of room for the existing confu- 
sion. The experts themselves are confused—and both sides 
freely predict that many court battles will be needed to 
clarify the meaning of the bill if it becomes law. 

The controversy over “good faith” competition is not 
new. Section 2 of the Clayton Act, as amended by the 
Robinson-Patman Act in 1936, prohibits price discrimina- 
tion where the effect may be substantially to lessen compe- 
tition or tend to create a monopoly. 

However, the law specifically provides that the accused 
seller can rebut the case against him by showing he acted 
in good faith to meet the equally low price of a competitor. 

In the famous Detroit case involving Standard Oil Co. 
(Indiana), the Federal Trade Commission ruled that the 
good faith defense does not apply where a selective price 
reduction lessens competition. This view was overturned 
in 1951 by the U. S. Supreme Court, which held that a 
price cut made in good faith was a full defense to charges 
of price discrimination. The Patman forces have been try- 
ing to reverse the decision by legislation ever since. 

The Patman-Kefauver bill asserts positively that good 
faith shall be a full defense to a price discrimination 
charge—“unless the effect of the discrimination may be 
substantially to lessen competition or trend to create a 
monopoly in any line of commerce.” It’s this kicker that 
worries oil industry opponents of the bill. 

What It Means—Opponents say this wording would ef- 
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Would Do to Oil Marketing 


General 


Opponents of the bill say: 


1. Dealers would be hurt because the bill would make it almost 
impossible for suppliers to help them during price wars. 


2. Jobbers might be eliminated because the bill would make 
them liabilities to their supplying companies. 


3. Price-cutters would not be hurt because there will always 
be low-price gasoline supplies available. 


fectively destroy the good faith defense. They point to the 
Supreme Court’s ruling in the Detroit case that “any price 
reduction to any dealer may always affect competition . . .” 
And the courts have never made a distinction between “sub- 
stantially” lessening competition and injuring the competi- 
tive position of just one person. 

The Clayton Act puts the burden of proof on the de- 
fendant to show he is acting in good faith, and is not 
substantially lessening competition. As a result, say critics 
of the Patman-Kefauver bill, no oil supplier could safely 
rely on the good faith defense. 

However, the Patman forces say the opposition is just 
throwing up a smoke screen—that the good faith defense 
would still be available except where the result is to lessen 
competition substantially. They deny that this means, in 
practice, that a businessman must sit back and let price- 
cutting invaders take his customers. 


Free vs. Controlled Competition 


Basically, the fight over the bill is a clash of business 
philosophies—hard vs. soft competition. 

Patman’s congressional career, since depression days, has 
been spent in an effort to help the small businessman stay 
alive. He is convinced the little man, no matter how effi- 
cient, cannot compete with big business in a no-holds-barred 
market—because the large business can buy cheaper and 
undersell the small business at will. He thinks suppliers 
should be required to sell to all buyers at the same price, 
except for differences which can be justified on a strictly 
cost basis. He believes his bill would “preserve competition” 
by doing just that. 

Patman’s critics say he neglects to point out that a 
lower price to selected customers has been justified on a 
cost basis only twice since the Robinson-Patman Act was 
enacted. They feel what he really wants is “soft competi- 
tion”—a rigid one-price system that prevents real competi- 
tion, and throws a protective umbrella over inefficient oper- 


ators. 
One of the bill’s critics puts it this way: “You cannot 


prevent injury to ail businessmen without preventing com- 
petition itself. The American people are entitled to the 
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economic benefits of competition. And while we would also 
like to protect all businessmen, we cannot do both.” 


Would It Eliminate Jobbers? 


That’s a big question and there’s more disagreement 
between the two sides. 

Yes, Say the Bill’s Critics—‘“The ultimate effect of the 
proposed ‘anti-good faith’ legislation would be to eliminate 
the independent jobber by making him a burden and a 
hazard to his supplying company,” charges an analysis of 
H.R. 11 being given wide circulation in the oil industry. 

These are strong words, but they are backed by Otis 
Ellis, general counsel of the National Oil Jobbers Council. 
And even Patman and Kefauver agree that the jobber who 
operates his own gasoline “chain stores” would probably 
be eliminated. They feel such an operator actually is a 
retailer and has no right to the jobber’s functional discount. 
Patman says this includes only 5% of the nation’s jobbers. 

Kefauver denies that he wants to hurt the “regular” 
jobber who owns retail outlets but sells only as a whole- 
saler to lessee or independent dealers. 

The NOIC itself isn’t too worried about the fate of cut- 
rate operators, who have often been blamed for setting off 
price wars. But Ellis agrees with Attorney William Simon, 
a recognized expert on price discrimination law, that the 
bill also would put a killing squeeze on other jobbers. 

Ellis points out that the typical jobber operates in a 
dual distribution set-up. He must often operate a vacated 
station himself while finding a new lessee. If the bill were 
law, Ellis warns, when a jobber undertook to operate one 
or more of his Own stations this would happen: 

e His supplier, by allowing a functional jobbers’ dis- 
count on products ultimately sold through the jobber- 
operated stations, would leave himself open to price dis- 
crimination charges from other dealers to whom he sells 
direct at a higher tank wagon price. 

e If the decision went against him, the supplier would 
be liable for triple damages. The supplier would have to 
police his jobbers’ sales to keep out of this kind of trouble, 
since the burden of proof is usually up to the supplier. 
“Tf this bill passes,” says NOJC’s Ellis, “There won't 
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General 


“If dealers want to eliminate jobbers, this bill will do it,”’ 
says NOJC general counsel Otis H. Ellis 


(Story begins on page 98) 

be enough dual jobbers left in this country in five years to 
start a third-class crap game. Suppliers cannot run the risk 
and peril of utilizing jobbers. The one who is going down 
the drain will not be the major oil company; it will be 
the jobber.” 

Ellis flatly rejects Kefauver’s notion that, if the NOJC’s 
fears about the fate of dual distribution under the bill are 
correct, major oil companies might decide to sell entirely 
through jobbers. Too few jobbers have enough capital for 
this to happen, he believes; the majors might see elimination 
of jobbers as the only way out. 

No, Say the Bill’s Supporters—Proponents of H.R. 11 
say all this is just “scare talk.” They seek to punch some 
holes in the jobbers’ reasoning. For example: John Ner- 
linger, executive secretary of NCPR, argues there would be 
no trouble so long as the jobber didn’t use his functional dis- 
count to set a discriminatory price and lessen competition. 

However, Simon anwers that the Federal Trade Com- 
mission has repeatedly held that savings from a discrimi- 
natory price do not have to be passed on to be illegal. 

Jobbers, of course, could simply leave their stations 
vacant until they found a new lessee. But how many could 
afford that? And for how long? 

The only other alternative is some system of price main- 
tenance, like fair trade, which would enable the supplier 
to control prices charged by jobbers. But this is apparently 
illegal under a dual distribution set-up. 

All these difficulties lie primarily on one end of the job- 
ber’s operation: his dealings with his supplier. However, 
NOIC also fears the Patman-Kefauver bill could hurt job- 
bers in their sales to dealers. 

Ellis says the measure could prevent jobbers—and ma- 
jor suppliers—from meeting the lower price that might be 
offered one of his dealers by an invading price-cutter. “If 
dealers want to eliminate jobbers, this bill will do it,” he 
contends. 

The Patman forces say this is an empty fear because 
jobbers’ sales are not in interstate commerce, and thus 
would not be covered by the measure. 

Ellis says he hopes they are right. But he adds some court 
decisions indicate that any jobber who sells product origi- 
nating in another state may be declared in interstate com- 
merce. At any rate, NOJC doesn’t want to chance it. 


Would It Help Dealers and Jobbers? 


There are few areas of agreement on this question, either. 

Yes, Say the Bill’s Supporters—NCPR’s Nerlinger claims 
the measure would be a virtual “Magna Charta” for both 
jobbers and dealers. 

“Service station operators support the ‘Equality of Op- 
portunity Bill’ because price discrimination practices are 
the principal factor in causing and deepening gasoline price 
wars which rob retailers of their margins,” says the NCPR 
official. 

Nerlinger feels H.R. 11 would encourage a stable price 
structure by making “predatory” discounts too expensive 
for suppliers. Instead of granting tank wagon price reduc- 
tions to a few favored dealers, suppliers would be required 
to treat all dealers alike within a competitive area, he 
reasons. The result should be stable margins, if not larger 
ones. 
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Nerlinger joins Patman in arguing that passage of H.R. 
11 would mean another big boon to jobbers as well as 
dealers—the end of suppliers’ cut-rate sales of “distress” 
gasoline to private brand operators. 

Congressional investigators have repeatedly found that 
these “back door” sales are one of the basic reasons for 
price wars. Proponents of the Patman-Kefauver bill says 
it would make such sales illegal in areas where the supplier 
also sells to regular marketers at higher prices. 

No, Say the Bil’s Critics—Foes of the proposed legis- 
lation say its advocates are ignoring a few hard facts: 

e Price-cutters can never be eliminated because, as 
Ellis says, “There will always be an independent refiner 
ready and willing to sell at less than the going price.” 

e Suppliers would be effectively prevented from helping 
their dealers when a price-cutter invades the market. And 
if this happens, the dealer will be hurt the most because 
he’s forced to meet competition out of his own pocket. 

Simon points out that suppliers wouldn't find it economic 
to drop all their prices even within a city-sized area to help 
their dealers meet competition. And in the FTC’s current 
case against Pure Oil Co., the commission staff takes the 
view that prices should have been reduced uniformly in 
more than one city. 

“No supplier can absorb that much,” says Simon. 

The result, according to this reasoning, is that price- 
cutters would be free to come in and “destroy a market” 
by posting prices that regular dealers would be unable to 
meet; thus everybody but the price cutter would get hurt. 
Simon endorses the view of Stanley Barnes, former antitrust 
chief in the Justice Department, who said, “. . . for a 
seller to be constrained by law to reduce prices to some— 
only at the cost of reducing prices to all—may well end by 
his reducing them to none.” 

Patman isn’t impressed by these arguments. Personally, 
he can’t conceive a competitive area being larger than a 
city. But if FTC does go overboard, he says, “I have full 
confidence in the courts to do the right thing.” 


Is « Compromise Possible? 


Attorneys on both sides will tell you privately they aren't 
really sure what the real effect of the bill would be. That’s 
an important reason for opposition by jobbers and majors. 

“We'd have to pay it safe and operate under the most 
severe interpretation,” says the chief counsel for one major. 

Chairman Celler expressed his uncertainty last year: 
“This bill has many hidden meanings. It presents many 
problems .. . it is very much like an iceberg. You can see 
one-fourth . . . but possibly three-fourths . . . is submerged 
and hidden. There are many things in this bill which may 
take many Supreme Court decisions to clarify.” 

These uncertainties and the complete disagreement over 
what the bill means raise the compromise question. 

Representative Patman indicates he might be willing to 
accept some amendments. Oil spokesmen don’t particu- 
larly want to talk about them at this stage. Some say they 
might accept amendments to ease some of their worst 
fears, but only as a last resort. Most of them go along with 
the views of an industry leader who says: 

“This is basically a bad piece of legislation. You 
couldn’t dream up enough amendments to make it a we 
bill.” 
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Plastic Provides a Built-in Spectacular 


— 


By night, plastic front comes alive with light 


HERE’S WHAT Altlantic Refining 
Co. is shooting for in its first plastic- 
front service station (see pictures): 

e Brand identification so clear 
that no one can miss it. 

e Enough light to flood driveways 
and pump islands. 

e A night glow that will catch the 
eye of every passing motorist. 

e All this in a simple, quick in- 
stallation at a price competitive with 
indirectly-lighted porcelain enamel. 

Atlantic went to work last month 
on a company-operated station on the 
outskirts of Philadelphia. The porce- 
lain enamel above the door pilasters 
was stripped off and replaced by 


translucent Plexiglas, backed by 63 
fluorescent tubes. 

Now the entire top of the station 
front—a panel 5 ft. high and 42 ft. 
long—glows after dark like a huge 
plastic sign. The red brand name 
Atlantic, the blue slogan and the red 
and blue trim stripes are highlighted 
brilliantly. 

The whole installation took only 
two days. But the job was in the plan- 
ning stage for nearly a year. 

The idea was born when William 
Pleasant, manager of operations engi- 
neering Atlantic, attended a 
sign display produced by Rohm & 
Haas, makers of Plexiglas. R&H was 
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demonstrating a new Plexiglas con- 
struction method which made use of 
a structural channel principle. Its 
chief use, thought R&H, would be in 
Plexiglas signs. 

But Atlantic is not a heavy user of 
trans-illuminated plastic signs. (NPN 
—Nov. ’56, p90). A few so called 
“boulevard” signs have been made of 
plastic, but for the most part Atlantic 
has stayed with porcelain enamel. 

The R&H development made larger 
Plexiglas panels possible. Pleasant saw 
in the technique a chance to use 
plastic in station design. 

Atlantic and R&H consulted Plasti- 
line, a Knoxville, Tenn. manufacturer 
of plastic signs. Plasti-line came up 
with still another idea, a module panel 
in which small sections are fitted to- 
gether to make larger ones. The idea 
is similar to the fabrication of bath- 
room tiles. 

The result is a module panel of 
Plexiglas six ft. long, well suited to 
use in service station architecture. 

The Atlantic experiment uses plas- 
tic only for the top half of the service 
station front. Another major supplier 
is toying with the idea of an all-plas- 
tic and glass station, mounted on a 
steel frame (NPN—Jan. .°56, p51). 
The installation of plastic in connec- 
tion with other materials is a new 
trend, says one leading designer. Not 
only will this technique be used at 
more stations, he believes, but also in 
signs, packaging and possibly even 
transportation equipment. 

Atlantic is ready to extend the new 
look to other company-operated 
stations if the idea proves sound in 
the Philadelphia experiment. There 
will be no formal testing of public re- 
action; the company will rely on cus- 
tomer comments on the driveway. 
Atlantic says there’s also a possibility 
plastic fronts might be made available 
to lessee stations. 

Meanwhile, Plasti-line is ready to 
go ahead with volume production. 
For a while, Atlantic will have an 
exclusive “first” on the project. But 
if Atlantic is satisfied and established 
as a user, other companies will hear 
the Plasti-line pitch. 

Plasti-line says the plastic station 
front will become competitive with 
porcelain enamel in volumes of 50 to 
100 stations. The company points out 
plastic fronts can be installed on new 
or old stations and expects many 
marketers to develop strong interest 
in the idea. a 
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Brief But Significant 


@ Initial estimates of oil company 
business returns in 1956 show a solid 
earnings picture, but nothing sensa- 
tional—although sales volumes hit new 
highs. 
SIGNIFICANCE: If the pattern of early 
returns holds, about half the big oil 
companies will show lower rates of 
gain in net earnings than in 1955. 


@ Cities Service Oil Co. (Del.) 

“rapidiy lost almost all . . . transport 

business” when it held to a policy of 

not selling under jobber price, mar- 

keting vice president John King told 

the Northwest Petroleum Assn. 
SIGNIFICANCE: Many majors agree 
with King’s conclusion that “it is al- 
most impossible for me to see how a 
jobber can continue to compete for 
this business.” 


@ The Pentagon has asked the House 
armed services subcommittee for au- 
thorization to sell TBA at all post ex- 
change service stations. At the same 
time, it asked permission to boost 
present maximum permitted sale from 
$6 to $15, or remove the maximum 
entirely. 
SIGNIFICANCE: In the face of protests 
from jobbers and dealers, military 
heads are pressing their campaign to 
expand PX volume into new fields. 


f 


@ Nine of the East’s biggest tank 
truck operators have asked Interstate 
Commerce Commission for permis- 
sion to band together and operate un- 
der one set of regulations—including 
charging the same freight rates. Aim 
is to stop rate competition among the 
nine carriers, who operate in some 
30 states. 
SIGNIFICANCE: The practice isn’t new, 
but this is the largest group of carriers 
ever to propose such a move. If ICC 
approves, the trend is likely to spread. 


@ Oil-Heat Institute’s distribution di- 

vision is running in the black for the 

first time in its history. The division 

turned in a tidy profit for the first 

10 months of this fiscal year. 
SIGNIFICANCE: Improved performance 
is recruiting new members, bringing 
in more dues. That means it can con- 
tinue to increase effectiveness by taking 
on new projects. 
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@ Consumption of coal and natural 
gas by electric power plants hit new 
highs in 1956, but fuel oil use sagged 
3.4%, Federal Power Commission fig- 
ures show. Coal gained 10.1%, gas 
was up 7.3%. 
SIGNIFICANCE: Fuel oil not only failed 
to keep pace with competition in this 
market during 1956—it also lost big 
volume. Consumption fell from 75.3- 
million bbl. to 72.7-million bbl. 


@ Several big oil companies hope to 
adopt a system of aptitude tests for 
dealer candidates. Independent psy- 
chological testing services are under- 
stood to be developing the tests, and 
may have most of the wrinkles ironed 
out in six months. 

SIGNIFICANCE: New evidence of the 

majors’ interest in putting more science 

and less guesswork into dealer selec- 


tion, as a sure way of upgrading retail 
representation. 


® Barge traffic on the nation’s 29,000 
miles of inland waterways is estimated 
at 108-billion ton-miles for 1956, up 
10% over 1955, 
SIGNIFICANCE: That’s a new record, 
and the outlook for 1957 is even 
better. Some experts see 20% growth. 


@ A 600-mile crude pipe line from 
Utah’s Four Corners area to Los An- 
geles will be built by Four Corners 
Pipe Line Co., starting in April. The 
new company is a joint venture of 
Continental Pipe Line, Gulf, Richfield, 
Shell, Standard of California and 
Superior Oil. 

SIGNIFICANCE: This represents a new 

domestic crude source for the West 


Coast, which presently lays in sizable 
imports from the Middle East and 
Venezuela. 


@ Leonard Refineries, Inc., has con- 
solidated its three marketing divisions. 
The new setup will be headed by vice 
president L. R. Kamperman, and will 
be broken down by “planning” and 
“operations” personnel. 


pce pa By separating planning 


will be able to work within better- 
defined limits. 


@ Production of the first successful 
oil-fired central heating and air condi- 
tioning unit starts this month at Servel, 
Inc., Evansville, Ind. The unit was de- 
veloped jointly by Esso Research and 
Engineering and Gilbert & Barker 
Mfg. Co. 
SIGNIFICANCE: This gives heating oil 
men a chance to get into the year- 
round home supply business with both 
feet. 


®@ Research by Union Oil Co. of Cali- 
fornia and the Navy shows that from 
a competitive cost standpoint, shale 
oil’s biggest potential seems to be in 
the direction of jet and diesel fuels. 
SIGNIFICANCE: This contradicts specu- 
lation that shale oil might become a 
substantial new source of gasoline. 


@ A General Motors official predicts 
the entire over-the-road hauling in- 
dustry will soon convert to air suspen- 
sion, already being tested by many 
for-hire oil carriers. He says GM’s air 
suspension system will be made avail- 
able to trailer manufacturers, truck 
operators and shippers, and will be 
included in a new line of heavy duty 


@ New research by a leading paper 
manufacturer shows a close correla- 
tion between colors favored by con- 
sumers in package goods and adver- 
tising. Leading colors in both fields 
were yellow, bright green, red, bright 
blue and pink. 
SIGNIFICANCE: Color continues to grow 
in importance in identification and 
appeal of advertising and consumer 
goods. 





Eight Extra Hours a Day 


. .» that's what a smart heating oil 
jobber wound up with when he scrapped 
his gravity loading system and installed 
an up-to-date rack. Turn to page 106 
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Lights that mean Independence! 


IN AMERICAN BUSINESS, as well as in : 

history, we have learned to recognize certain ASHLAND OlL @ 
symbols of freedom. Ashland Oil & Refining REFINING COMPANY 
Company is such a beacon to independent Home Office: Ashland, Kentucky 


petroleum operators everywhere. ALTON, ILL, 528 Henry Street—BUFFALO, WN. ¥., 800 
Elficott Square—CHICAGO, ILL., 6 N. Michigan Ave,— : 
SUCCESS PLANS for your independent pace Se ee a gens np 
operation include highest quality petroleum Saetand Bil -SETHONT NCH. Diertere 7:0: Son 
products, merchandising and promotion for 0, 

your individual needs . . . to keep you truly 


independent. 


the Independent Brand ot Independents 
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Twin installation of Models 0114A-GL and 0114A-GR mounted on rack 
under tank on truck of James W. Tolbert, Waukesha, Pure Oil jobber. 


GORMAN-RUPP CENTRIFUGAL PUMPS THAT PRIME FOR 
Faster Deliveries! Surer Performance! 


WAUKESHA DEALER'S TRUCK DUAL-EQUIPPED WITH PTO UNITS 


- a 
Dual 59% PTO drives both units 


Time is of the essence in delivery of petroleum products. One from 1956 Chevrolet truck engine. 
extra truck trip per day can mean a large difference in profits. 
And equipment breakdowns can prove costly. 
That is why so many are turning to Gorman-Rupp Centrifugal 
Pumps That Prime. These small, light weight pumps get the 
petroleum products delivered with top speed . . . and without loss 
of pay load caused by excess dead weight. Sturdily built, their 
design is simple. Owners are impressed with their trouble-free 
dependability. Sure, positive priming. Safer—no check valve. 


Ask your Gorman-Rupp Distributor for a demonstration. 


* aw THE GORMAN-RUPP COMPANY 


UNSURE f * 
oe 305 Bowman Street * Mansfield, Ohio aa 14 1/4” pumps weigh only 
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> a bright new 
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MANUFACTURERS OF DYES AND CHEMICALS 


FOR THE PETROLEUM INDUSTRY 
in Petroleum Dyes 


B4 DRY DYE 
ONCENTRATE 


SPECIALLY DEVELOPED 
FOR GASOLINE MARKING 


CRIPTION DESCRIPTION 
PETROL RED AB4 


S.G. @ 75° f 2% SOLUBILITY: 1250 grams to 1330 
Lbs. concentrate per gallon 7 grams per 100 gals. gasoline 
ohm elalecialdg:hccme\ciateler. la 


STRENGTH: 97.5-102.5% against type 


Lbs. concentrate per pint 


DRY DYE CONTENT SHADE: Bright clear red shade designed 
to overcome color of orange colored 
lead fluids 


Grams per gallon of BENZOL INSOLUBLE CONTENT Less 
concentrate is .3 han 3° 

Grams p 1 MOISTURE CONTENT: Less than 2 
Conce Pi 

Grams per to PROPERTIES: High melting point + Nor 
concentrate caking * Designed to overcome lumpin 

Grams per ounce of in storage, shipping, high temperature 


concentrate 5.8 and warehousing conditions « Low bulk 


Being thixotropic, the concentr nar ing material 


iow temperatures 


USES: Excellent for 


he elearial 
ws raelelalas-ame lame laciaalieia, 


periods 


eral petroleum use 


STANDARD PACKING: 100 pou: 


orc lertsreMilelacm melale-lialca 


Meets MIL-F-5572 SPECIFICATIONS 
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Old gravity-fill system could handle only one truck at a time. Loading speeds were 100-200 gpm, 
depending on head of product in tanks. 





How a Switch to Power Pumping 


RAVITY did all the loading for 19 years as T. R. 

Loizeaux Fuel Co., Plainfield, N. J., heating oil dis- 

tributor. At a snail’s pace, too—-100-200 gpm, depending 
on the head of product in the four loading tanks. 

But new power pumps and a five-spot loading rack have 
changed all that. Today Loizeaux is pumping over 6-million 
gal. a year at speeds up to 500 gpm, and the new system is 
paying off three ways: 

e Faster loading: 500 gpm at three unmetered No. 2 oil 
spots for company trucks; 450 gpm at the metered No. 2 
spot for customers; 400 gpm at the unmetered No. 1 spot. 

e More trucks: the old rack took ’em one at a time, the 
new one takes four. At one island, two can load No. 2; 
at the other, two can load No. 2 or split between 1 and 2. 

e Less jockeying: the new rack’s just off the street, and 
trucks get in and out with one big U-turn. 


How It Pays Out 

Loizeaux Fuel’s eight-truck fleet loads an average of four 
times daily, says Phil Carter, vice president and general 
manager. That’s 32 separate trips. Carter figures he cuts 
an average of 15 minutes in loading each trip—saving eight 
hours a day. “We figure truck and driver time at $10-$12 
an hour,” says Carter. “That’s $80-$96 a day, $480-$576 
in a six-day week.” 
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At that rate, it’s possible for Loizeaux to get a payout 
within two years (the whole works cost $30,000). If the 
new rack cuts peak-period congestion significantly, payout 
will come even sooner. 


Time for a Change 


Under its old setup, Loizeaux loaded trucks by pumping 
product from a battery of six 20,000-gal. tanks into four 
loading tanks (from 12,000 to 20,000 gal. capacity). Three 
of these tanks were set on six-ft. foundations to create a 
gravity flow; the fourth was on higher ground. 

At peak periods, there wasn’t time to keep a good head 
of product in the tanks, and loading rates waned. The last 
straw came when growing volumes called for addition of a 
new 300,000-gal. tank for No. 2. The only place for it was 
occupied by the four tanks. That ended gravity loading. 


Making the Switch 


Reshuffling the plant layout and installing power pumps 
meant new piping. Input and output lines run in two legs 
of about 150 ft.—one along the side of the property, the 
other right-angling across the back to the tanks. 

“Ninety per cent of our piping is welded steel pipe,” says 
Carter, “and it’s above the ground.” As such, designer 
Savage says, it is subject to temperature changes that would 
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Four trucks can load simultaneously at new rack. Power pumps fill trucks at rates to 500 gpm. New 
unit will pay for itself within two years, says Loizeaux Fuel. 


Saved Eight Loading Hours Daily 


cause no trouble to the pipe but could cause strain—and 
possible trouble—at equipment points. 

To overcome that, Savage installed Vitaulic couplings on 
each line; two between tanks and pumps, two between 
pumps and the right-angle turn, and two in the riser leg. 


Input Lines Larger—Loizeaux Fuel went from 3-in. to 
4-in. input lines to cut down on resistance. Now transports 
pump off their 6,000-gal. loads in 45 minutes, using just 
their own equipment—before, they had to be helped by 
Loizeaux’s pumps. 

Input is now metered to give the company an accurate 
record of its product purchases. No. | gallonage going to 
storage ticks off on a Bowser 440 Rotorol meter. No, 2 
registers On a Brodie B62 meter. 

Other equipment on the input lines includes Buckeye 
check valves and strainers, Bowser 729 air eliminators, 
with a Bowser 835 filter on the No. 2 line. 

Output Lines—Six-in. lines are used for No. 2 oil from 
tanks to risers, cutting down to 4-im. at the risers and 3-in. 
at loading arms. Two 15-hp. Ingersoll-Rand 4-RVL-15 
pumps powered by 15-hp. Louis Allis Co. EX motors move 
product to the rack. The second pump kicks in when more 
than one loading spot is used. 

Four-in. pipe is used for No. 1, connecting to 3-in. risers 
and 3-in. loading arm. A 10-hp. Ingersoll-Rand 3-RVS-10 
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pump hitched to a 10-hp. General Electric SK motor keeps 
product flowing to the rack. 

Tank outlets are fitted with Jenkins iron body gate valves. 
Jenkins swing check valves are used on No. 2 lines and a 
McDonald swing check valve on No. 1. 

All storage has automatic gaging equipment. On the 
300,000-gal. tank, it’s a Wheaton Brass float-type gage 
with an indicator outside the tank. Older storage uses Ash- 
croft dial-type gages. All measure product level in feet. 

At the Rack—Wheaton Brass 680 spring-loaded loading 
arms are used. Loading is controlled from the rack with 
Killark stop-start buttons. Pilot lights show that pumps 
are working. 


Ready for Anything 


Should demand for No. 1 increase, Loizeaux Fuel is 
ready to meet it without much effort or work. An extra 
line is already in, and needs only a riser and a loading arm. 

Right now, three bays have only one loading spot each. 
That's to leave room for bottom-loading equipment when 
Loizeaux Fuel wants to swing over. Risers would be cut 
off just above the Walworth non-rising stem gate valves at 
each spot, pre-set automatic shut-off meters would be in- 
stalled along with bottom-loading hose and couplings, and 
that would do it. ® 
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Why Gasoline Advertising 






Is Missing the Target 


y»y— 


YyY--—-—-——> 


1] People don’t understand most of it 


2 There’s too much emphasis on technical 


claims that can’t be experienced or tested 


YO—> 


Result: 


HOSE ARE the conclusions of the Chicago 

Tribune, based on the results of a recent con- 
sumer survey of gasoline advertising. 

Oil company reaction to the survey is mixed. Some 
advertising managers say they find little in the survey 
that’s new. One says he is “shocked” by the findings. 
Another says he agrees with the diagnosis of what’s 
wrong, but doesn’t go along with the Tribune’s pre- 
scription of what should be done. 

Some advertising managers argue that despite what 
the Tribune says, gasoline sales are at an all-time 
high. But some observers say the basic reason for 
high sales figures is the record number of cars and 
trucks on the road. An official notes it’s not a ques- 
tion of how much gasoline is being sold, but how 
much each company could sell. 

Pierre Martineau, the Tribune’s research director, 
is the man behind all the shouting. He says blandly, 
“The motoring public doesn’t understand what the 
bulk of (gasoline) advertising is talking about. 

“Gasoline makers (talk) from their set of values 
which the public doesn’t understand and cares very 
little about. By comparison to other types of modern 
consumer advertising, it is dehumanized, uninvolv- 
ing, and far below the general standard. 

No Way To Test—‘“Furthermore, it is raising is- 
sues that the motorist has no possible way of testing 
or experiencing. It constantly talks about such factors 
as ‘clean-burning’, ‘anti-rust’, ‘no lead fouling’, 
which the motorist has no way of experiencing.” 

The Tribune survey covered 250 motorists in the 
metropolitan Chicago area. Depth interview tech- 
niques were used to uncover basic reasons for buying 
gasoline, and attitudes toward various brands. 

Results of the Tribune survey show heavy rejection 
by consumers of many traditional advertising angles. 
Most prominent among them: the power and “zoom” 
themes, and claims made for additives. 

At the same time, themes that are less frequently 
used show up as consumer favorites. These include 


3 What's more, people really select companies, 
not their gasolines 


Gasoline advertisers usually end up talking to 
themselves instead of consumers 





dealer friendliness, station convenience and company 
integrity. 

The ten major brands surveyed were Cities Service, 
Conoco, D-X Sunray, Mobilgas, Phillips, Pure, Shell, 
Sinclair, Indiana Standard and Texaco. Independents 
were lumped under one bulk heading. 

Majors fared better than independents in popular 
appeal. But it was rough going for nearly everybody. 
By inference, even the companies not included in the 
survey are being challenged to take a long, hard look 
at advertising strategy. 


It’s Over Their Heads 


The Tribune thinks this is why consumers seem to 
be immune to two of the biggest guns in petroleum’s 
advertising artillery: special-additive and fast-get- 
away themes. 

Only 20% of consumers, the survey reveals, know 
anything about the combustion process. The rest have 
only the vaguest notions. “Most motorists are aware 
that gasoline helps run automobiles,” the newspaper 
says, “but this is about as far as their knowledge 
goes.” 

Largely because of this technical ignorance, 72% 
of those surveyed feel there is little difference between 
gasolines. “The prevailing attitude is that ‘gasoline is 
gasoline.’ ” 

Octane Vagueness— While consumers generally 
think that buying high octane gasoline is “a good 
idea,” they don’t know what octane is or does, says 
the Tribune. Despite the vagueness, about 87% de- 
clare themselves in favor of high octanes, and 75% 
say that premium gasoline is a good thing. 

If consumers are only dimly aware of octane dif- 
ferences, they know nothing of the powers of addi- 
tives. Terms like Petrox, TCP and MC4 leave them 
cold, says the Tribune. 





By RICHARD C. SCHROEDER 
Staff Writer 
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SELL THESE SOLID VALUES: a 


Winterized fuels are also indifferently received. 
More than 80% of motorists are neutral or negative 
toward the concept. When asked to explain what 
winterized gasoline does, 32% admitted they didn’t 
know and 57% replied “it prevents freezing.” Those 
who tried to explain the concept used terms like 
ethyl, TCP and Prestone. 

Easy Does It—Perhaps most alarming of the 
Tribune findings is the rejection of the power and 
“zoom” notion. Many oil companies have been peg- 
ging their gasoline advertising to this idea. 

But the public turns its back on this theme. Behind 
the rejection, says the Tribune, are two residual fears: 
(1) gasoline is a highly explosive compound, and 
(2) driving is a dangerous occupation. 

Moreover, says the newspaper, no gasoline on the 
market is seen as “appropriate” for the power-zoom 
attributes. In fact, some consumers used words such 
as sluggish and old-fashioned to describe various com- 
panies and gasoline brands. 

One research director takes exception to the find- 
ings about power themes. “We studied it before using 
it,” he says, “and found that consumers want power. 
They're looking for it, even though they may not be 
sure exactly what they want.” 

Tough Job—Some advertising managers do agree 
with the Tribune, however. They say that much of 
the information is not new. It reinforces some old 
beliefs they have had for a long time. But selling these 
ideas to sales management is another story, they say. 
Here’s why: 

Oil companies have recognized the need to move 
from static to dynamic merchandising activity. Be- 
cause the product is never seen, never felt, they have 
to dramatize it. They must pick gimmicks—like addi- 
tives—to sell the product. Often they recognize that 
technical claims will probably not be understood. 

“At this point,” explains an advertising manager, 
“some agencies and advertisers have a blind insistence 
on going ahead with technical claims anyway. They 
say, ‘We'll be an exception. The public may not be- 
lieve the others, but they'll believe us. We have the 
advertising and product skills to back it up.’” 

Another advertising executive points out that prod- 
uct claims are traditional tools for salesmen. “At 
least,” he says, “the salesmen think so.” You can’t 
pull the rug out from underneath your own sales 
force, he reasons. 


How Do People Buy? 
The most compelling reason for buying a particular 
brand of gasoline seems to be faith in the company. 






NOT THESE TIRED THEMES: 


What do consumers want from an oil company? 
The Tribune says the most important attributes are 
stability, reliability and integrity. The motorist really 
buys a company and not a gasoline. 

Underlying this desire to believe in a company is 
the vague feeling that all gasolines are the same. The 
consumer reasons he can’t go wrong if he buys from 
a company he can trust. 

Role of the Attendant—The picture of the perfect 
attendant or station operator, according to the survey, 
is the “friendly, efficient helper.” 

Consumers don’t like the “respectful servant” no- 
tion. They want to feel the attendant has a personal 
interest in them and is capable of serving their needs. 

The Tribune study, as many others before, points 
out the crucial role of service station salesmen in 
determining where motorists buy their gasoline. The 
competent salesman is distrusted if he is not friendly. 
Conversely, a friendly salesman without competence 
is not sufficient. 

Station Appearance—The two most attractive 
drawing cards of a station, the survey finds, are clean- 
liness and efficiency. If a station is neat and clean, it 
builds the feeling of confidece the motorist wants. 
Other features, in order of preference, are friendli- 
ness, brand of gasoline, special services, modern ap- 
pearance and accessories. 


How Important Is Brand Loyalty? 


It ranks fourth among reasons for choosing a par- 
ticular station, says the Tribune. 

The survey shows considerable shifting between 
various brands. Only 36% of consumers claim total 
brand loyalty. Another 22% limit their choice to two 
or three brands. 

A big chunk—42% of those interviewed—have no 
brand preference at all. The open-road motorist 
traveling away from home shows even less brand 
loyalty than he does at home, the survey shows. For 
travelers, station appearance is the dominating factor. 


The Role of Brand Symbols 


Brand symbols get better marks than products or 
companies, but many still took it on the chin. 

Symbols, according to Tribune researchers, should 
identify and define companies and brands. They 
should help build and reinforce the kind of picture 
the company is trying to create in its advertising. 

But, with some exceptions, the newspaper found 
that symbols are poorly defined and often unrelated 
to the picture the companies would like to create. 

(Continued on page 110) 








(Story begins on page 108) 


Highest in recognition and favorable association 
was the Indiana Standard torch. (The survey was 
conducted in Indiana.) The Socony flying red horse 
also rated good mention. Some of the other symbols 
seemed to call up associations of sluggishness, messi- 
ness and old-fashioned appearance. At least four of 
the symbols were only vaguely recognized. 


What This Means to Advertising 


Much of present day gasoline advertising doesn’t’ 


fit the psychological needs of consumers, the Tribune 
says. For that reason, it’s several steps behind the 
advertising of other common articles like cigarettes, 
automobiles and beer. 

“Consumer knowledge of technical claims,” says 
the Tribune, “does not serve as a firm basis for effec- 
tive advertising.” 

The survey warns of the danger in advertising only 
specific car performance attributes. People have no 
real way of determining the differences between gaso- 
lines. Any difficulty with their car that resembles what 
the ads said gasoline would prevent is blamed on the 
failure of the gasoline. 

Since many gasolines advertise the same attributes, 
the motorist has only four choices to relieve his 
anxiety: (1) complaining (2) trying another brand 
(3) having faith in the company he deals with (4) 
having satisfactory relationships with dealers and 
attendants. Of the alternatives, the last two are obvi- 
ously the most desirable. 

It’s not too late for gasoline makers to mend their 
ways. “Claims should play a less prominent role than 
now,” the paper says, “but should not be ignored.” 
The customer wants quality, even though he doesn’t 


know what quality really is. When he learns to trust a 

company, product claims serve as a justification for 

the “moral” judgment he has already made. Even 

though he thinks all gasolines are pretty much the 

same, the consumer still believes it’s probably better 

for him to buy one kind rather than another. 
Disorganized 


Thinking—The customer is trying 
to make a judgment about which brand is best, but 
his thinking is not organized. To be effective, the 
paper argues, advertising should activate the con- 
sumer’s willingness to buy on the basis of the friendly, 
responsible character of the company. 

Marketers should concentrate on building and 
maintaining clean, modern stations and training 
friendly, efficient dealers, says the Tribune. They 
should then seize on these assets to build advertising 
around a corporate picture of reliability and integrity. 

The Rebuttal—While advertising managers may 
accept the Tribune’s definition of what’s wrong, they 
are less inclined to go along with what the Tribune 
thinks is right. 

One major company executive says, “Frankly, if 
we thought people would be swayed by advertising 
stressing fine stations, universal good service and 
friendly dealers, we'd push that. But we don’t think 
it would sell. I suggest we are still searching for some- 
thing palatable that will sell consumers. 

“In other words, I agree with what the Tribune 
thinks is wrong, but I’m not sure they know any bet- 
ter than we do what’s right. We’ve just to keep look- 
ing. I’m convinced that consumers do want some of 
things we want to sell them. It may be we don’t know 
how to tell them. 

“As to guideposts—clues to the right direction— 
there are some. They are, unfortunately, our own ad- 
vertising failures.” ial 


How Reliable Is the Tribune Survey? 


In the past six years, Pierre Martineau has spent 
more than $500,000 on research for the Chicago 
Tribune. During that time, the newspaper has spon- 
sored over 30 major sociological and psychological 
studies of consumer behavior. 

The Tribune uses motivation research in its surveys. 
The more orthodox forms of research accept at face 
value the answers that consumers give to survey 
questions. Motivation researchers employ a series of 
“depth interviews” to probe into subconscious rea- 
sons underlying buying habits. By learning these basic 
motivations, some researchers believe they can more 
accurately predict future consumer behavior. Adver- 
tising managers say both motivation research and 
orthodox surveys have an important place in business. 

Some major-company advertising managers have 
cautious praise for the Tribune survey, but they’re 
not sure how much effect it will have on gasoline ad- 
vertising. One manager says he agrees with the find- 
ings about what’s wrong, but he points out that Mar- 
tineau has come in for criticism in the past because 
of some of the conclusions he draws from his infor- 
mation. 

Another advertising executive says, “The Tribune 
is to be congratulated for this fine service. But if we 
were to take its recommendations seriously, we 
wouldn’t spend another dime on newspaper linage. 
Newspapers are no place for institutional ads—that’s 


where hard sell, bargains and gimmicks belong.” 

A research director says, “We saw a lot of our own 
findings confirmed by the survey. But one thing in the 
Tribune survey is really new—that’s the study of 
symbols. The paper dug into meaning as well as rec- 
ognition. This is probably more meaningful than any 
study done yet, because what consumers think about 
symbols is more important than what they recognize.” 

Martineau himself says it’s still too early to gage 
the effect of the survey on gasoline advertisers. But 
he points to previous studies made by the Tribune 
and their effect on advertisers. 

In the past, Martineau says, Tribune surveys have 
warned against high-fashion beer ads, medical claims 
for, cigarettes and technical copy for autos. Ads have 
often turned in directions recommended by the paper. 

“We do not say that our study was the sole reason 
for any of these changes . . . But we have the feel- 
ing that they were very meaningful to advertisers and 
agencies,” says Martineau. 


Want Reprints? 


They'll be available in about 4 weeks at 25¢ 
each in quantities up to 10. For larger orders, 
address inquiries to: Reader Service Dept., 
NATIONAL PETROLEUM News, 330 West 42nd 
Street, New York City 36, N. Y. 
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Research 


Marketing's Our No. 1 Problem 


...and excessive gasoline stocks are the biggest headache in marketing. 
That's the consensus of 81 top oil executives surveyed by an ad agency 


Here are the most important questions and answers: 





In which of the following areas do you think oil 
companies face the most problems today? In which 
area will problems be most critical in 19607 


Today 1960 
Marketing 59 42 
Crude supply 17 33 
Refining 16 13 
No Report 6 7 


In the general area of marketing, which two of the 
following subjects are of greatest interest to you 
now? 


Excessive gasoline stocks 

Introduction of multi-grades of gasoline 
Obtaining service station dealers 
Training service station personnel 
Obtaining market outlets 

Other 

No Report 





When do you think the use of gasoline as a source 
of power will be limited by availability of crude 
supplies? 


10 years 

20 years 

More than 20 years 
Never 

No Report 


How do you think the increased octane requirements 
of automobile engines will be met? 


Improved refining processes 61 
Use of other chemical additives 24 
New engine designs 11 
Increased use of anti-knock compounds 

New turbines may lessen need 1 
Modification of car requirements 1 
No Report 5 





What do you feel will happen to the premium- 
regular gasoline ratio in the next twelve months? 


Premium sales will increase 60 
Premium sales will decrease 1 
Ratio will remain the same 16 
No Report 4 


Is it to the economic advantage of oil companies 
for sales of premium to go up, down, or remain the 
same in the next twelve months? 


Sales of premium should go up 39 
Sales of premium should go down 13 
Sales of premium should remain the same 24 
No Report 5 





Do you feel there is a need to educate the public 
on the difference between grades of gasoline? 


There is a need 54 
There is not a need 21 
No Report 6 
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What's Behind This Survey 


These questions were amorg nine mailed to 121 
presidents and executive vice presidents of leading 
U. S. oil companies last October. The 81 answers 
represent a 67% return, unusually high for a mail 
survey. A New York advertising agency conducted 
the survey (NPN—Feb., p86). 

Some questions allowed for more than one answer 
and figures in those cases may total more than 81. 








The Saturday Evening 


POST 


fected. | 


Gasoline, Oil and Lubricant advertisers again 
choose the Post for the nation’s top selling job! 


Here’s another Post “Ist’’ to go 
hand in hand with its leadership in 
T.B.A. advertising! And no wonder. 
Through the Post you reach your 
best customers for petroleum prod- 
ucts — the millions and millions of 
families who own the most cars and 
do the most driving! 

What’s more, it’s a reader’s maga- 
zine, with a huge family audience. 


The Saturday Evening 


They pay more attention to — and 
have more confidence in — the ad- 
vertising that appears on its pages! 

This is why the Post has made 
advertising history as a builder of 
the best-known brand-names in 
your field and every major field. 

Year after year, the Post proves 
— by results — that it is America’s 
No. 1 salesman-in-print! 








POST 


A CURTIS MAGAZINE 


America 
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GASOLINES, LUBRICANTS 


AND OTHER FUELS 


Source: Publishers’ information Bureau 


reads the Fost- 
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Merchandising 
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HERE'S WHY THEY'RE SWEEPING THE INDUSTRY: 
o Speedier station throughput 


o Fewer accounting errors 


JUST ABOUT every major has had a 
look at plastic credit cards since their 
development two years ago. And al- 
most all have decided to use the new 
systems. 

This ties in with some broad 
changes in oil’s credit thinking: 

e Marketers are aggressively seek- 
ing credit card accounts because 
they’ve found that credit customers 
buy more on the average than cash 
customers. A few years ago, many 
marketers looked on credit as a 
“necessary evil.” 

e Many companies are tending to- 
ward centralized retail accounts re- 
ceivable systems. These majors already 
have them: Pure Oil Co., Sun Oil Co., 
General Petroleum, Magnolia, Stand- 
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Plastic cards and imprinters came along just in time to help in. . . 


Boosting Credit Sales 


Plastic card systems are a big new weapon in the fight 
to enroll more credit customers .. . 


o Lighter, easier to handle; easy to merchandise 


o Adaptable to high-speed centralized accounting 


ard Oil Co. (Indiana). Others leave 
accounting to the districts, but are 
planning changes. 

e Longer term credit cards are a 
definite possibility. With some excep- 
tions, companies are issuing cards for 
one year and thinking of still longer 
terms. 

Who Makes Them?—Two com- 
panies dominate the plastic card field 
—Farrington Manufacturing Co. of 
Needham Heights, Mass., and Address- 
ograph-Multigraph Co, of New York 
City. 


Farrington claims a first in the 
development of the plastic credit 
cards. Farrington was also the inno- 
vator of the metal charga-plate system. 
It was partly because of objections 


to the bulk and weight of metal plates 
that Farrington initially experimented 
with plastic. 

Among the companies under con- 
tract for the Farrington system are 
Atlantic, Standard of California, 
Humble, Shamrock and Shell. Majors 
who will soon use the Farrington 
system include Tidewater, Phillips, 
and at least one other. 

Addressograph first developed the 
graphotype—a device for embossing 
plastic credit cards—which is used by 
Farrington. Both the Addressograph 
and Farrington card and imprinter 
systems are basically similar. 

has under contract 
35 or more oil companies including 
Standard of Indiana, Sohio, Ohio Oil 
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Co., Richfield of California, Cities 
Service and Union Oil of California. 
The company says it has sold more 
than 1,000 customers in one year since 
introducing its system. 

Other companies are seriously con- 
sidering plastic card systems. Esso is 
close to a decision. The Texas Co. 
has approved a change, but is not 
yet sure which company will get the 
nod. Sinclair is considering a move. 


How Much Do They Cost? 


You can lease or buy imprinters. 
Addressograph says its machine costs 
from $26 to $44, depending on the 
refinements you might want. The 
cheaper model is a simple desk im- 
printer; the most expensive one in- 
cludes a storage section, lock section 
and mounting. 

Farrington’s model sells for $39.50 
stripped. For a slightly higher price, 
Farrington adds extra features. 

But both companies point out that 
oil marketers seem to prefer to rent 
the machines and then lease them to 
dealers. Farrington says that out of all 
its oil installations no one has yet 
bought a machine. The minimum lease 
for an imprinter is five years at a 
fee of $35. 

A Shell marketing executive says his 
company prefers not to tie up its 
capital in imprinters. As it is, he says, 
the company will barely break even on 
its investment. 

Cards range in thickness from 0.018 
inches to 0.027 inches. Prices run 
from 3¢ for the small sizes to 6¢ for 
the larger. Volume orders cut costs, 
but individual tailoring jobs — in 
various colors—add to the total. 

In general practice, the card sup- 
pliers embosses the initial run of cards, 
at a fee. Upkeep and new account 
embossing is done by the oil company 
on equipment supplied by the card 
supplier. Farrington’s embossing fee 
is $55 to $75 per 1,000 cards, de- 
pending on the amount of embossing. 

Dealer identification plates are 
handled in three ways: (1) a temporary 
plate issued, produced either by the 
card supplier or by the oil company; 
(2) a permanent plate is included by 
the cara supplier in the initial sales; 
(3) the oil company supplies dealer 
plates. 

Total cost of installing the system 
depends on the extent of the market- 
ing operation. Shell says it will spend 
upwards of $1.5-million in the next 
five years on installation of imprinters. 


Why the Trend? 


“There has been a phenomenal in- 
crease in credit accounts over the 


past few years,” says a Shell retail 
executive. Another major reports the 
rate of increase at 15%-20% each 
year for five years. 

One East Coast marketer says from 
25% to 30% of its total service sta- 
tion business is now done on credit. 
But a national marketer says credit 
volume varies from station to station. 
It’s lower at neighborhood stations, 
higher on turnpikes. The company 
adds that credit is a bigger factor on 
the West Coast than in the South or 
East. 

The rise of credit accounts in the 
oil industry parallels a general in- 
crease in credit business everywhere. 
It has started a revolution in credit 
thinking. Marketers say the plastic 
credit card came along just in time to 
tie in with the growth. 

Oil men like plastic credit cards 
because they speed up station through- 
put and reduce errors that were in- 
evitable in the old manual systems. 

Plastic cards, they say, are light, 
smooth to the touch, and break down 
many customer objections to metal 
plates. Within oil companies, the new 
plastic systems remove resistance to 
credit accounts by eliminating much 
of the cumbersome detail work of 
older manual systems. 

The plastic system ties in well with 
high-volume processing. Manufactur- 
ers of plastic cards claim it is an 
incidential benefit, but imprints left 
by plastic plates are more easily picked 
up by electronic scanners than are 
those left by metal plates. 

Finally, oil men say that plastic 
cards have a definite merchandising 
value. Their newness and novelty con- 
tributes to customer appeal. And the 


appearance of neatness and efficiency 
they give also impresses customers 
favorably. 

No Dollar Saving—Marketers are 
not looking for any substantial money 
savings in the new system. But they’re 
not expecting to lose money either. 
They expect an over-all increase in 
credit sales attributable to the plastic 
card system. 

In Shell’s Baltimore division, for 
instance, credit sales rose 23% in one 
month following the introduction of 
plastic cards ahd imprinters. Cash 
sales in the same period rose only 
10%. 

Some marketers believe that TBA 
volume also goes up as credit accounts 
increase. No one, they add, has figures 
to support this, but they say the 
dealer has a “vastly increased poten- 
tial” for selling credit card holders. 

Regardless of sales increases, oil 
men think the plastic cards are better. 
One sums up his reasons succinctly: 
“The old systems stunk.” 


Centralized Accounting 


As more and more marketers con- 
sider the possibilities of central ac- 
counts receivable systems, a Farrington 
innovation is attracting considerable 
attention. 

This is “Scandex”——an electronic 
scanning device recently tested and 
put into use by Standard of California 
and Shell. 

Scandex is said to eliminate a 
troublesome manual bottleneck that 


the machine picks up account numbers 
from credit invoices and punches 
(Continued on page 118) 


How the Plastic Card Systems Work 


Cards and 
various si is a solid, 
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Right now...Purolator puts 


Your dealers are ahead with the 
1957 PUROLATOR BONANZA 


the fastest moving sales deal in Purolator history! 


Your customers still have time to The most wanted deal in Purolator 
join the tens of thousands of other _history— it’s a deal they can’t afford 
smart dealers who have jumped to miss! And it means profits in | 
aboard the 1957 Purolator Bonanza! _—your pocket. 


Here’s all they have to do: 


YOUR DEALERS 30 Purolator refills—fast movers 
BUY they always need—at regular prices. 


a complete 16-pc. set of beautiful Salem Dinnerware 
for only $1.95. Sold at better stores 
everywhere for many times more. 


YOUR DEALERS 
GET 


Dinnerware and refills all in one package. 


DON’T LOSE ANOTHER MINUTE. PROMOTE THE 1957 PUROLATOR BONANZA— 
IT’S THE BEST DEAL EVER! 





you ahead — 


LIFE: io 
sya —Pere 4 iy 
1S 04098 Ws axiex 


Your dealers are ahead with Purolator’s powerful 


® SPRING FILTER-CHECK TIME 


advertising and promotion program! 


They get everything they need to sell more and make more with Purolator: 


Multi-page Purolator advertising in Be sure you’ve got your Purolator 
LIFE will help bring in the custom- promotion packages of Filter-Check 
ers... Purolator station displays will sales clinchers... ready to roll into 
stop and sell ’em! every station you sell. 


CALL YOUR SUPPLIER TODAY! 


PUROLATOR PRODUCTS INC., Rahway, N. J., Toronto, Ontario, Canada 


What a team to clean up with! 


PURQOLATOR 


OIL AND AIR FILTERS 


“Purolator” Reg. U.S. Pat. Off. 
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“‘There’s a new aggressiveness in drumming up 
credit. It’s a new optimism about people.”’ 


(Story begins on page 114) 

them into the card. The invoices may 
then be run through high-speed 
tabulating devices. 

Scandex’ capacity is high—about 
6,500 cards per hour. Farrington says 
even this volume will be tripled event- 
ually. Marketers say such efficiency 
would be uneconomical except in high 
volume centralized accounting systems. 

Special Request—Farrington says it 
developed Scandex on request from 
oil companies who wanted better ways 
to process invoice cards. Now the 
company finds it has an attractive 
“package deal” to offer marketers at 
a negotiated price. But some plan to 
use Farrington plastic cards without 
Scandex. 

Addressograph has no machine 
similar to Scandex. The company 
points out that other electronics manu- 
facturers are developing character 
recognition devices that will tie in 
with its plastic card system. Addresso- 
graph says electronic scanners present 
service problems and it prefers to sell 
cards and imprinters rather than ex- 
tensive servicing. 

Farrington says Scandex will present 
a service problem only until accounts 
reach a volume sufficient to permit a 
full-scale service department. 

Even without Scandex, many com- 
panies will probably convert to central- 
ized retail credit accounting this year. 
The convenience of a single point of 
credit control is enhanced by the de- 
velopment of many other new elec- 
tronic computing and addressing de- 
vices that dovetail neatly into central 
credit operations. 


Longer-Lived Cards? 


Even before the development of 
plastic cards, several majors were 
thinking of extending the life of credit 
cards, The reasoning: if a man is a 
good risk for a year, he’ll be just as 
good for two years. 

“The idea of longer terms for cards 
has been around for some time,” says 
one credit man. “But it takes some- 
thing new like this to make us re- 
examine old policies.” 

Frequent renewal of paper cards 
was a nuisance. But plastic cards make 
it costly, too. That’s why more majors 
are taking a second look. 

Metal charge plate systems use a 
paper validating card to avoid ex- 
pensive re-issuing of plates. The idea 
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has been carried over into plastic 
cards. All of Farrington’s oil accounts 
so far use the pocket validating cards. 

But marketers say this is a com- 
promise, at best. The ideal card would 
be solid and never need revalidation. 

So Far, Only Talk—There’s been 
no rush to lengthen the life of cards 
yet, but there’s an unusual amount of 
discussion about it, particularly on 
the East Coast where one-year cards 
seem to be the rule. 

For West Coast companies, there’s 
a bigger hurdle—quarterly cards are 
prevalent. In the East, some majors 
consider quarterly cards a “stop-gap” 
measure to gain preliminary informa- 
tion about a shaky account. 

The fact that so many marketers 
are thinking about longer term credit 
cards points up one key phase of the 


Animal Farm Dept. 





revolution in credit thinking. The 
change suits the new aggressiveness in 
drumming up credit business. As one 
marketer put it, “It’s a new optimism 
about people.” 

But there’s a bad side to the coin, 
too. Longer term cards mean a 
general relaxing of controls. Credit 
men will have fewer chances to review 
accounts periodically. Some predict 
an increase in credit losses because of 
less frequent checks. 

But many companies already using 
one-year credit cards report their 
losses are less than 1%. They expect 
no increase with longer terms. The 
general industry loss figure ranges 
from 0.25% to 1.50%. 

If marketers do extend the life of 
credit cards, more careful screening of 
potential accounts will probably result. 
But once a person is accepted for 
credit, oil companies will do all they 
can to keep him. Because, say market- 
ers, he is one of the best customers 
they have. a 


Did You Ever Wash a Horse? 


TANDARD OF INDIANA déaler Dick 
Fisher did just that—in his station 
wash rack, of all places. 

And it wasn’t just any old horse 
that happened to wander in on a hot 
day. It was Hopalong Cassidy’s white 
steed, Topper. (Ask your kids—they’ll 
know.) 

Fisher had just finished cleaning 
a van in his Wichita, Kansas, station 
when the driver asked slyly, “You 
wash anything?” 

“Anything,” Fisher coolly replied. 

“Even a horse?” 

“Even a horse,” Fisher gulped. 

Out of the van came Topper, ready 
for a plunge. Turns out that the van 
driver was Mike Nemeth, trainer and 
wrangler for Hopalong Cassidy. Hop- 
py was in town that day for a rodeo 
parade and Topper was a bit dusty 
from the trip. Needed a quick rinse 
and simonize. 

Fisher obliged. Topper was scrubbed 
down in the wash bay (a fine place for 
a movie star’s bath). Gleaming white, 
he carried Hoppy through the day’s 
doings. 

Dick Fisher is now a minor hero 
with the little people of Wichita. Not 
only touched Topper, but scrubbed 
him down as well. 

A Burro for Bill—A horse of a dif- 
ferent color (different ancestry, too) 
is on display in Alexandria, Virginia. 


It’s a Mexican burro, name of Dinky 
Doo. : 
Dealer Bill Dodd was casting about 
for a really novel promotion stunt. 
A friend offered him a live burro. 

Dodd snapped up the offer. 

He put Dinky Doo on display at his 
station and began a prize contest. A 
chance to win Dinky Doo is given to 
all children who come to the station 
with their parents. 

The whole contest is costing Dodd 
about $150, but Dinky Doo is drawing 
record business. 

The stunt has been used before in 
West Coast stations, but it’s quite a 
novelty back east. 

Is Dodd happy with the idea? He 
looks at his extra sales and says, 
“Dinky Dood it.” * 

Plenty of Pachyderms—One mar- 
keter thinks the bigger the beast, the 
better the crowd he draws. 

R. L. Chadil, veteran Los Angeles 
basin operator, has used a zoo full of 
animals at many station openings. 

But none have approached the suc- 
cess of elephants. “Few animals will 
draw crowds like an elephant,” he 
says. 

Think you might have trouble find- 
ing one gallumping down the street? 
No problem at all, says Chadil. “It’s 
suprising how many places around 
town will rent you an elephant.” & 
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Management 


How Sinclair Plans to Get New Jobbers 


It's offering a distributor aid plan that shoots for completeness. 
This is a new departure for a company traditionally associated 








with commission marketing; it includes features like soliciting 
contractor business in Chicago for a distributor in Louisiana 


© ATTRACT NEW JOBBERS and up- 
grade the ones it already has, 
Sinclair Refining Co. has come up 
with a distributor aid program that 
aims to cover all the angles of jobber 


There are two sides to the plan, 
according to Robert W. Young, Sin- 
clair’s manager of distributor sales: 

e “Development programs” that 
show Sinclair distributors how to get 
more business for themselves. 

e Actual efforts by the company 
to get business for its jobbers. 


Long Arm of Solicitation 

The “long arm” is the company’s. 
It reaches from one end of Sinclair’s 
35-state marketing territory to the 
other, to help jobbers get business 
from contractors, truck fleets and 
national accounts whose headquarters 
are far from the jobber’s territory. 

A distributor in Louisiana, for ex- 
ample, may learn that a local con- 
struction project is being handled by 
a contractor in Chicago. He contacts 
Sinclair headquarters through chan- 
nels, and the company sends one of 
its Chicago salesmen to the contrac- 
tor to make a pitch for the Sinclair 
jobber to get that project—a nice 
industrial account. 

The “long arm” has been working 
especially hard since the federal high- 
way program started. Sinclair develop- 
ment programs generally are geared 
to help distributors solve the problems 
and take advantage of the opportun- 
ities posed by the highway program 
(NPN—Jan., p58). 

Development programs affected by 
the “long arm” sales plans also in- 
clude these features: 

Contractor Sales——The company 
tells the distributor what the market 
is and where it is by supplying him 
with lists of contractors and contrac- 
tor equipment distributors in his area. 
It also gives him access to daily 
reports of bids and bidders for future 
projects, published by Engineering 
News-Record, a McGraw-Hill maga- 
zine. Sinclair will give the distributor 
industrial product training and put 
its engineers at his service, The com- 


pany’s Contractor Sales Manual also 
suggests ways to secure business by 
providing contractors with services 
and information. 

Fleets and Truck Stops — Similar 
aids in getting fleet accounts are avail- 
able to distributors. Sinclair will make 
a market analysis of truck stop busi- 
ness potential and provide free plans 
for building a truck stop that it values 
at $30,000. 


Real Estate Planning... 


Sinclair’s real estate development 
program is designed to give the dis- 
tributor the same basic training a 
Sinclair salesman gets in selecting sta- 
tion sites and building stations. It 
covers location, ground planning, traf- 
fic flow, sales expectancy, building 
and equipment, and leasing. 

The program also calls for a big 
selling effort for lessor-built stations, 
where Sinclair leases a station from a 
private investor. This lessor may be 
the distributor himself—who can then 
sub-lease back from the company— 
or any other interested person. 

Sinclair suggests typical prospects 
and also helps the distributor find 
actual investors for his stations. The 
lessor-built program takes second 
place, however, in the company’s real 
estate manual, which lists these pref- 
erences in acquiring stations: (1) Com- 
petitive stations; (2) lessor-built sta- 
tions; (3) lease land and build; (4) 
buy land and build. 


- « « Other Programs 


The fuel oil program takes the heat- 
ing oil distributor step by step through 
market surveys, customer solicitation 
and direct selling. And it keeps him 
up to date on degree-day operation 
and burner service. The Sinclair burn- 
er service course was recently revised 
completely after only two years’ use, 
reports Arthur Teague, Jr., manager 
of jobber and direct sales, who handles 
fuel oil distributors. 

Sinclair has also adapted its “Five- 
Star Dealer Aid Plan” (NPN—May 
56, p98) for distributors. The com- 
pany says jobbers have made good 
use of dealer conferences and the re- 
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tail selling plan for salesmen; distribu- 
tors’ dealers run demonstration sta- 
tions and participate in Sinclair dealer 
councils. 

A farm business development pro- 
gram is in the making, and the com- 
pany is giving distributors the same 
TBA training program its salesmen 
get, to point up TBA’s potential added 
profits. “We're encouraging distribu- 
tors to get into TBA,” Young says. 
“It’s incredible how little most of them 
know about it. We’re trying to teach 
them ‘technical’ things like tire pric- 
ing and discount systems.” 


The Money Question 

Sinclair’s financial aid to qualified 
distributors is easiest to get when the 
jobber is putting some of his own 
money into station improvement. It’s 
given chiefly in the form of marketing 
loans from a revolving fund. These 
can be used for building or purchasing 
new stations; paying off a mortgage to 
buy land and build a station; buying 
a competitive station or modernizing 
one after it’s bought; and modernizing 
the distributor’s present stations. 

Sinclair was also the first major to 
raise jobber margins on a super-pre- 
mium gasoline. 

There’s indirect financial aid in the 
form of 50-50 advertising, and the 
jobber and his dealers get sales pro- 
motion materials free or at cost on 
the same basis as commission mar- 
keters or direct operations. 

Where handling money is involved 
—in management of insurance, ac- 
counting and taxes—Sinclair provides 
specialists to work with its wholesale 
salesmen in helping distributors. 


Training Aid 


“We've spent close to half a million 
dollars teaching people to do a better 
job of selling,” Young says. A lot of 
it has gone into dealer training, which 
Young says is a big problem in con- 
verting distributors from competitive 
operations. Much of it has gone for 
training the distributor’s retail sales- 
men, too. 

Each development program is sup- 
plemented by its own training pro- 
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gram, to equip the distributor's per- 
sonnel to follow through. Small dis- 
tributors are brought in with commis- 
sion marketers and company salesmen 
for training sessions; jobbers with 
larger operations can have the pro- 
grams brought to them and their per- 
sonnel. A few big distributors ad- 
minister their own training sessions. 


The Company Angle 


Sinclair now has 335 jobbers in 35 
states; they run 450 bulk plants, han- 
dle 3,140 service stations and account 
for 15% of Sinclair’s branded busi- 
ness. The company wants to increase 
both the number of distributors and 
its percentage of business through 
them—but not at the expense of the 
commission marketers who have pro- 
vided Sinclair’s traditional distribution 
route (Estimates say there are 1,200 
of them, doing about 40% of the com- 
pany’s business). Most benefits of the 
jobber aid plan have been available to 
the consignees, too. 

The company is not too interested 
in dual operations as such, but it 
would be willing to pick up an estab- 
lished jobber to round out service 
station distribution in an area where 
it operates direct. Sinclair did that in 
Chicago a few years ago and says all 
its dealers in the area “do more busi- 
ness thanks to our service station 
concentration there”—an example of 
concentration building up brand ac- 
ceptance. 

Sinclair says it has no set rules for 
determining the areas “where we can 
market more profitably through dis- 
tributors than through commission or 
salary operation.” Chances are that 
if the company already has consider- 
able capital investment in a territory, 
it would be more likely to stick to the 
direct or commission routes. 

Young gives Louisiana as a good 
example of a new Sinclair distributor 
territory. The company was in and 
out of the state before; it has terminal 
and pipe line connections there but 
wanted to make no further capital 
outlay. Now it’s back in the state with 
two distributors and pleased with its 
progress. 

Sinclair is educating its salesmen 
on the role of the distributor as an 
independent businessman of many 
functions—business manager, sales 
manager, truck operator, merchandis- 
er, real estate man, and so on. 

Once they understand the distribu- 
tor’s place in marketing, the salesmen 
are set to look for new jobbers, in 
occupations that have produced good 
men before. The salesmen’s efforts are 
that necessary extra step in building 
up Sinclair’s jobber business. a 
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This ‘Gesture’ Wins Friends 


DISCOUNTS on company products 
are rarely seen in the oil industry, but 
they’re a regular fringe benefit for 
employes of Standard Oil Co. of 
California. Standard employes get 1¢ 
gal. off the price of gasoline and a 
10% discount on other petroleum 
products and TBA. 

Some companies—department stores, 
for instances—use such discounts 
to help recruit workers. But an oil 
company employe’s savings are rela- 
tively slight. “It’s just'a gesture,” say 
Standard executives—but gestures can 
be an important part of employe 
relations. 

Here’s the way Standard’s discount 
works. Say an employe charges 10 gal. 
of gasoline. The invoice states the 
regular price, and when it reaches the 
accounting office the discount is fig- 
ured in. Employes have special ac- 
count numbers, and the tabulating 
cards that match their invoices auto- 
matically drop out for this special 
processing. 

The employe gets a special bill that 
shows the regular price, amount of 
discount, and the discounted price. If 
he prefers to pay cash, he pays the 
regular price, then sends the receipt 
(or has the service station forward it) 


to the nearest marketing office, which 
gives him a refund. 

Employes may pay their monthly 
bills in cash or by check, but most pre- 
fer to let the company deduct the 
amount from their paychecks. 

Discounts are given for products 
bought at Standard or Chevron sta- 
tions, and go to Standard Oil Co. 
(Texas) employes, too. Employes get 
reduced rates for gasoline, avgas, 
marine fuel, lubrication, tire service, 
battery rental, and TBA—except for 
recapped tires and recapping service. 
Standard of California farms out its 
recap work. 

Standard says almost all its 36,000 
employes take advantage of the dis- 
count opportunity. Additional ac- 
counting costs are probably compara- 
tively high, but the company has never 
figured out what the discount costs; it 
decided to give the discount regard- 
less of the expense. 

Some other oil companies have had 
employe discounts at various times; 
most dropped them during the war and 
did not pick them up again afterwards. 
Tidewater Oil Co.’s eastern division 
is one of the few besides Standard of 
California known to offer a discount 
system now. a 


New Menu for ‘Cafeteria of Learning’ 


TEN YEARS of “Management Assist- 
ance to Resellers” at Cities Service 
Co. was marked last month by pub- 
lication of a new edition of the Cities 
Service Business Library Catalog. 

The management assistance pro- 
gram is a self-education service for 
dealers and distributors. It’s guided 
by the philosophy that “big business 
can provide the best and most eco- 
nomical service to consumers by build- 
ing the management efficiency of the 
small businessmen who represent it,” 
explains business library director W. 
H. Bigelow. 

Small businessmen have taken up 
the program in a big way. Last year 
the volume of requests for manage- 
ment information rose from 7,000 to 
over 155,000; business library requests 
alone topped the 64,000 mark. 
Bigelow believes this response “stands 
in sharp contrast to some stories . . . of 
strained company-dealer relations.” 

Here’s how the management assist- 
ance program works} 

e The Cities Service department of 
business research and education con- 


ducts field research with petroleum 
marketers; investigates techniques de- 
veloped by other industries; and 
checks written material published by 
the government, universities, and pro- 
fessional management groups. 

e The information is then distilled 
and offered in quick-reading form to 
the company’s dealers and distributors. 
through the business library. 

e The catalog lists the library mate- 
rials, using a “cafeteria of learning” 
approach. You pick out the items 
that suit your business appetite, the 
way a cafeteria lets you look at the 
dishes on its food counter to suit your 
needs and tastes. The catalog is re- 
vised annually to keep pace with new 
materials dealing with current 
problems. 

Besides basic information on eco- 
nomics, methods of distribution and 
general management, the catalog lists 
items on subjects as varied as the in- 
telligent use of credit; how to improve 
telephone selling techniques; how to 
read a financial report, and trouble 
shooting for auto mechanics. e 
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Laboratory tests uncover results of neglect of cooling systems. 


Dow reports on why you should check cooling systems 


Scientific studies show that customer complaints of over- 
heating—poor summer gasoline mileage—and sluggish en- 
gine performance can often be traced to neglect of the 
cooling system. 

You know how horsepower is increasing in modern cars. But 
cooling systems have remained essentially the same! This 
means they have to do more work. And if they are clogged 
with rust, corrosion and dirt, the engine’s going to lose lots 
of pep and power. 

It’s up to you to get under the hood and check the radiator, 
hoses, fan belt, gaskets, thermostats, water pump and other 


danger spots. This is the kind of service that customers 
appreciate . . . and that brings them back to you regularly. 


Why? Because it makes their cars run better. 


Dow Automotive Laboratories recommend you do these two 
things to every customer’s car after a hard winter of driving: 


1. Drain, clean (if necessary), flush and thoroughly check 
the cooling system. 


2. Add a good rust inhibitor and fresh water to the clean 
radiator. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 





Bulletin: ex2<:-- 
These facts about hose 


couplings can lead to improve- 
ment in your service and profit 


The quality of hose today makes 
re-attachable couplings an im- 
practical investment. By the time 
hose needs replacing, you find 
couplings usually damaged, too. 


The hidden expenses incurred in 
re-conditioning couplings — time, 
paper work, packing, shipping — 
make re-attachable couplings 
more costly to use than perma- 
nently attached couplings. 


Machine attachment by skilled 
men assures perfect fit with no 
damage to hose, when you specify 
permanently attached couplings. 


Machine attachment is fast, eco- 
nomical, leak-proof, providing 
full-flow diameter inside coupling. 
Flexing won't weaken the grip of 
a permanently attached coupling. 


ea 1S the name in permanently attached hose couplings. 
é O \ ] 1 Write for Bulletin No. 570-H for complete specifications on 
gasoline pump hose couplings. 


Scovill. Manufacturing Co., Merchandise Division, 81 Mill St., Waterbury 20, Conn. 





HERE'S YOUR TICKET 
FOR BETTER BATTERY 
PERFORMANCE / 


BONDED PLASTIC RIBS GIVE GREAT MECHANICAL STRENGTH 
New plastic discovery assures batteries (gum teen eee’ ) . 
of greater starting power...and faster sales | 


You can help keep your customers from getting the 
wrong kind of ticket—by making sure the batteries 
you sell have the ticket shown above. It identifies the 
battery that gives greater cranking speed in any kind 
of weather. The secret: U.S. Sentinel Battery Sepa- 
rators with the new plastic ribs. 
The ticket Tom Henderson is getting from the cop 
above fits on the battery post easily and quickly. Tell 
your suppliers to stock you with batteries that carry 
this tag. Tom Henderson, the famous cartoonist, is 
illustrating a series of Saturday Evening Post ads for 
the new U. S. Sentinel Battery Separators that will [| : Z 
attract the attention of millions of motorists and truck - Pat. opplied for 
operators. Be ready for them when they ask for the 
battery with U. S. Sentinel Separators. United States 
Rubber, Rockefeller Center, New York 20, N. Y. 


Mechanical Goods Division 
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Now more than ever the D-X diamond sparkles with 
opportunity for youl 

Opportunity because D-X Sunray is America’s fastest 
growing oil company. Hundreds of new D-X service 
stations are being constructed...new sales terri- 
tories are being opened daily ...larger and more 
powerful advertising and promotion programs are 
pushing sales up and up. There’s a future for you in 
this giant expansion program. D-X Sunray offers you: 


© New ond different products © Business counseling service 
© Merchandising assistance © Liberal credit policies 


If you're a dealer or jobber who wants to grow and 
go with an oil company that makes opportunities 
(instead of waiting for them) write to: N. B. Ingram, 
General Sales Manager, Box 381, Tulsa 2, Oklahoma. 


D-X SUNRAY OIL COMPANY (Subsidiary) 


SUNRAY MID-CONTINENT OIL COMPANY 
Tulsa, Oklahoma 


Gp, 
Le) bh, 


NATIONAL PETROLEUM NEWS *« March, 1957 












































increase sales, 
improve efficiency, 
cut maintenance costs 
«+ With 











LUSTERLITE Service Stations 


of Gleaming PORCELAIN ENAMEL! | we'scini't®'* modular construction wi 


to your floor plan nd 


i Fast co and design 
4 FR 


Y NSTRUCTION 
Increase sales by improving appearance... inside and @; le an average construction 4; 
out. Your LUSTERLITE Service Station will at- . time 


tract customers—and help you keep them! Lj Strome LNCINEERING 
wi 


Improve efficiency by better station layout and better con relas ineulated 4 Pots. 
use of space. All plumbing, heating and electrical summer “rm in winter, 


i a rc wipe 
facilities are enclosed within the walls. if Hm OF FINISHES 


Cut maintenance costs with surfaces that never need You establish “fare, 22Y color, 
painting, and can be kept bright and new with soap 7 " Sales advantages “lance” 
and water. |_| MOvasie 


Your stations are your only continuing contact with your 
customers. Make sure they have as much customer-appeal 
as your name, your trademarks, and your products— 
with LUSTERLITE Porcelain Enamel Service Stations. 


WSTEnue 


PORCELAIN ENAMEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION - CICERO 50, ILLINOIS 








TABLE I 
Economic Study of Catalytic Reforming Operations 





Reformer Operation Design 


Lo Level ~~ Down] 





C4+Product 


Clear Research Number 84.2 


81.1 Jet Fuel 





Pool TEL Dosage Mi./Gal. 


Premium Octane Level 96/97 


1.625/1.895 


1.65/1.92 
96/97 





Product Realization, $/CD 38880 


39205 





Variable Costs, $/CD 
96 Premium 
97 Premium 


2965 


2850 
3045 





Net Gross Realization, $/CD 
96 Premium 
97 Premium 


36355 
36160 





Incremental Gross Profit, $/CD 
96 Premium 
97 Premium 


650 





Jet Fuel Break-Even with 

Best Performance Case, $/CD 
96 Premium—11.2c/Gal. 
97 Premium—11.1c/Gal. 























A SMALL REFINER'S PROFIT GOES UP 
$400 PER DAY! DuPont's economic study 


newly installed catalytic reformer. Three 
operating conditions were compared— 


Incremental Gross Dasly Profit, $$/Day 


Unleaded Octane of C, + Retormate 


These charts show how Du Pont helped a refiner 


eget higher octane at lower cost 


The demand for higher-octane 
fuels places new and increased 
importance on the question: How 
can those extra octane numbers 
be achieved at lowest cost? 

This subject has often come up 
for consideration at DuPont, es- 
pecially during analyses of refin- 
ery operations and the effect of 
these operations on tetraethy! lead 
requirements. 


A DuPont service 


As a result of the knowledge and 
experience gained in this way, our 
technologists have been able to 
help a number of refiners cut 


work with your own staff to de- 
velop more economical ways of 
boosting octane levels, or to con- 
firm the findings of your group. 
Or you may prefer to have our 
technical representatives consider 
your facilities and make recom- 
mendations to fit your individual 
needs. 

In any case you need only con- 
tact the nearest Petroleum Chemi- 
cals Division office listed at right. 


ow 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. ..... RAndolph 6-8630 
Cleveland 15-25 Prospect Ave. ..... SUperior 1-1363 
Houston 2—705 Bank of Commerce Bidg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. ... MAdison 5-1691 


New York 20— 

1270 Ave. of the Americas 
Philadelphia 2—3 Penn Center Plaza ... LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATiantic 1-2933 
San Francisco 4—111 Sutter St. ...... EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. .......... MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Limited, 
Petroleum Chemicals, 85 Eglinton Ave. East, Toronto 
12, Ontario 
In Other Countries—Petroleum Chemicals Division, Ex- 
port Sales, 7496 Nemours Bidg., Wilmington 98, Del., 
OLympia 4-5121, Ext. 2962 


COlumbus 5-2342 





Better Things for Better Living 
+ « » through Chemistry 


Petroleum Chemicals 
E. 1. DU PONT DE NEMOURS & CO. (INC.) « Petroleum Chemicals Division + Wilmington 98, Delaware 
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octane-improvement costs. 
You can call on DuPont to 





Tronportation | 
Is Your PM Saving You Money? 


The answer is YES, if... 


e Your preventive maintenance is done often enough to 
protect your vehicles against accidents, breakdowns 


e@ You're not inspecting so often that you waste the mechanics’ 
time or keep your trucks in the shop too long 


GETTING YOUR MONEY’S worth 
out of a preventive maintenance pro- 
gram is a question of balance between 
under-maintaining and over-maintain- 
ing your vehicles. 

Over-maintenance means wasting 
labor and materials, piling up unnec- 
essary downtime when your trucks 
aren't earning for you. Some major 
companies are experimenting now to 
see if they can increase the mileage 
between inspections to cut PM down- 
time without undermining the all-im- 
portant safety factor. 

Under-maintenance means suffering 
from recurrent breakdowns and pos- 
sibly shortening vehicle life. Too 
many jobbers are guilty of this, say 
transportation men. William M. Kis- 
sam, automotive engineer with Tide- 
water Oil Co.’s eastern division, be- 
lieyes they need to worry more about 
setting up PM programs than chang- 
ing maintenance schedules. 

Even if you do have a good PM 
plan, it may pay you to check your 
scheduling. You may want to increase 
the frequency of inspection; many 
truckers have, saying that more in- 
spections mean less downtime for re- 
pairs. But you may also find that an 
inspection as often as every 2,000 
miles is an expensive luxury. 

That doesn’t mean you can just 
jump to 10,000-mile intervals for the 
short “A” inspection. You have to 
start at short intervals and work up, 
to make sure you're meeting your 
vehicles’ needs as you lengthen the 
mileage and have fewer inspections. 
That’s the view of Al Japp, superin- 
tendent of supply and distribution for 
Gulf Oil Corp.’s New York division. 

Just after World War Il, Japp’s 
division was running on this schedule: 
1,000 mi., lube change; 2,000 mi., 
“A” inspection; 10,000 mi., “B” in- 
spection, and 20,000 mi., “C” inspec- 
tion. “B” inspections are more thor- 
ough than “A,” and “C” are more 
thorough than “B.” 


Experimenting with one eye on vehi- 
cle needs, and the other on keeping 
expenses down where possible, ena- 
bled Gulf to lengthen intervals be- 
tween inspections three years ago. 
They’re now 3,500 mi. for “A” 
inspections, 15,000-mi. for “B” in- 
spections and 30,000-mi. for “C” 
inspections. The longer intervals be- 
tween inspections are limited by a 
simple principle: “You can’t take 
chances on safety just to save a buck 
on maintenance,” says Japp. 


Keep It Practical 


PM scheduling can be tested only 
on the practical basis of vehicle per- 
formance and safety. Tidewater, for 
instance, went from 2,000-mi. and 
10,000-mi. intervals to 3,000 and 15,- 
000 mi. in 1953. Emergencies had 
piled up shopwork so that inspections 
lagged almost to those intervals any- 
way, and the company found it was 
still able to operate safely. Now the 
eastern division is experimenting with 
4,000-mi. and 20,000-mi. intervals in 
certain areas. A lube job every 2,000 
mi. helps make the longer intervals 
safe, says Kissam. 

D-X Sunray Oil Co. has also been 
experimenting—and after three years 
still has not reached a final, practical 
conclusion. Motor transport superin- 
tendent C. E. Jackson says D-X start- 
ed tapering off “because we thought 
maybe we were over-servicing.” The 
company is currently running its basic 
inspection at 5,000 mi. instead 2,500. 

Practicality is the test of major 
overhauls as well as simple PM inspec- 
tions. Sun Oil Co. has not lengthened 
its 72,000-mi. interval between over- 
hauls, though transportation manager 
Fred Hague says that instrument tests 
indicate the overhaul could be put off. 
“But empirically we know the bearings 
begin to go then. To say the interval’s 


By ANTHONY M. ASTRACHAN 
Staff Writer 
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definitely got to be this or that can be 
done only on an empirical basis,” says 
Hague. 


Keep It Steady 


Your PM scheduling must take into 
account what your shop men can do; 
one reason for lengthening intervals 
between inspections is to lighten the 
burden on the mechanics. 

A good way to do this, says Japp, 
is to avoid peaks in shop activity so 
you don’t have your men working 
overtime one day and sitting idle the 
next—or having their PM schedules 
interfering with major repair work. 

He calls Gulf’s system “progressive 
maintenance”; it means taking a bite at 
a time off the inspection checklist. If 
you run an inspection over three or 
four days, for example—an hour each 
day, while the truck is off the road 
anyway—you can minimize downtime 
and even cut the workload. 

Finding out what your mechanics 
can do also means finding out how 
many mechanics you really need. D-X 
Sunray, for instance, had 10 mechanics 
in its Tulsa garage. When one left 
recently, he was not replaced. “We 
want to see if we can get along with- 
out him,” Jackson says. 

Similarly, Tidewater has held its 
shop force to the same number over 
the past few years despite an increase 
in distribution traffic. The company 
counts that as a savings factor. 


Measure Your Costs 


Estimating cost and savings factors 
in preventive maintenance is difficult, 
but you have to make a stab at 
it to find out if your scheduling is right 
for your pocketbook as well as your 
trucks. 

Kissam of Tidewater says savings 
can be measured only theoretically in 
terms of hours spent on the job and 
other intangible items. Reductions in 
actual expenses are most unlikely: it’s 
more a question of holding your own 
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Transportation 





Four Steps to Improved Preventive Maintenance 


Keep an eye on scheduling 


See if you can lengthen intervals 
between inspections without sacri- 
ficing safety or letting vehicles 
deteriorate; plan shoptime to avoid 
peaks and valleys of activity. 


Make your records work for you 


You need good records to keep 
PM on schedule, check costs, 


equipment life and fleet ‘efficiency. 


(Story begins on page 127) 
in the face of rising costs. 

The trend toward bigger units and 
more large, centralized terminals 
means individual routes are longer and 
annual mileage greater, Kissam points 
out. Inspections are therefore likely to 
come as often every month as they 
used to, even though they’re being 
done at 4,000 mi. instead of 2,000. 
Even where they're less frequent in 
terms of time, more complex equip- 
ment may lengthen the time per in- 
spection, so the total number of man- 
hours per year is the same. 

That’s not too discouraging, Kissam 
says, when you consider that “if we 
had held to the old PM schedule our 
costs would have increased tremen- 
dously.” 

Japp mentions another measure of 
possible savings—the cost of delivering 
a gallon of product. Gulf’s is the same 
now as it was in 1946, he says, al- 
though labor, materials and outside 
costs have doubled since then. 

The trouble is, Japp adds, that you 
can’t determine how much of this sav- 
ings is due to improved PM and how 
much due to bigger tank trucks, bigger 
underground storage, better dispatch- 
ing, and so forth. You can be fairly 
sure, however, that failing to improve 
efficiency in any one of these areas 
will prevent you from holding your 
own as costs go up. 


Cutting Costs: Records 


Good records are the first tool in 
holding expenses down. They begin 
with accurate mileage records so you 
know when a unit is due for inspection. 
Tidewater also keeps close check on 
the driver’s daily report on brakes, 
lights, doors and performance at the 
beginning and end of each trip, for 
leads on adjustments that may be 
needed between inspections. 

Fleet .Owner, the McGraw-Hill 
magazine of trucking, conducted a 
number of surveys last year that indi- 
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Plan inspections carefully 
Make sure your checklist follows 
the arrangement of vehicle. parts; 
co-ordinate items on “A” and “B” 
inspections. 


Be sure you have the right tools 
Anything from an impact wrench 
to a dynamometer can make PM 
easier—but be sure your tools will 
save more money than they cost. 


cated too many transportation men 
keep inadequate record systems. The 
PM survey indicated that without good 
records, you can’t tell whether you're 
paying too much for PM; whether 
parts or vehicles are lasting as long as 
they should; or whether your fleet and 
shop are performing efficiently. 
Transportation men feel that in the 
oil industry, jobbers suffer most from 
inadequate records. It’s just as impor- 
tant, they say, to keep track of man- 
hours spent on PM as it is to know 
what a new truck costs. You can’t tell 
if you have the right vehicles for your 
business unless you keep records on 
their performance, Fleet Owner says. 


Cutting Costs: Planning 


A well-planned inspection can do 
even more to keep costs down than 
good scheduling. The commonest sys- 
tem is the PM checklist, often based on 
the truck manufacturer’s suggestions 
and adapted to a particular company’s 
experience. Many suppliers will give 
their PM checklist to their jobbers to 
help them set up an efficient mainte- 
nance system. 

Though checklists vary from shop 
to shop, there’s general agreement that 
they should follow the arrangement of 
the equipment from part to part to 
save time and energy. 

“B” inspection checklists should be 
co-ordinated with the “A” to elimi- 
nate duplication when possible. As the 
“B” often is run with the “A”, ele- 
ments of the “B” inspection should fall 
in their natural place. For example, the 
mechanic should not have to run from 
the trailer axle “A” inspection to the 
front axle and then back to the trailer 
axle for “B” inspection items. 

Some shops include all “A” items in 
the “B” inspection checklist, so the 

A” list is not used at all when the 
more thorough inspection is being run. 
Others have one form used for both 
“A” and “B” inspections. Tidewater 
found this system complicated because 


NEWS 


it contains items that must be skipped 
at one inspection and included at the 
other; mechanics were confused and 
began to skip things at the wrong 
times. Now they use separate sheets. 

Hague of Sun says it’s important to 
remember, too, that major repairs are 
supposed to be indicated by PM in- 
spections, not done as part of them. 
And if units like the starting motor or 
carburetor need repairs, says Gulf’s 
Japp, it’s smart planning to replace 
them with new ones and repair the old 
instead of deadlining the truck until 
the unit is fixed. 

Besides the conventional checklist 
inspections, there are other possibilities 
based on instrument tests and perform- 
ance observation. 


Cutting Costs: Instruments 


The right tools can increase the ef- 
ficiency of your preventive mainte- 
nance. Again, transportation men don’t 
always agree on the right tools—and 
again, the test is what they do for 
your operation. 

Elaborate instruments like dynamo- 
meters can be expensive—and they 
may not save enough time or money to 
make the expense worthwhile. Fleet 
Owner's survey uncovered a grocery 
fleet that uses a dynamometer to check 
compression, distributor operation and 
air-fuel ratio. A brief check by the me- 
chanic at the same time cuts total time 
for “A” and “B” inspections from two 
and a quarter hours to 30 minutes. 

A public utility fleet, however, piling 
up low mileages in a city, found in- 
strumentation doesn’t pay. And Japp 
of Gulf thinks this is especially likely 
to be true of a dynamometer: “A man 
does other things, adjustments and so 
on, while checking the engine that he'd 
have to do even with a dynamometer.” 

Yet D-X Sunray is experimenting 
with a dynamometer; it expects to ad- 
just its PM inspection planning and 
the intervals between inspections ac- 
cording to the results of the experi- 
ment. Japp himself uses a Sun engine 
tester, a Tapley decelerometer for 
brakes, and points out the need for 
simpler tools like pneumatic torque 
wrenches that make the PM job quick- 
er, easier—and better. 

That’s the purpose of all these “cost- 
cutters,” good tools, good planning and 
good records alike: to make PM 
quicker, easier and better. But they can 
do you the most good only if they're 
part of a PM program that saves more 
on vehicle life than it costs to operate. 

As Kissam puts it, “If you have a 
shop, restudy your system. If you 
don’t, set up a shop, especially if you 
want to take advantage of bigger = 
to haul more miles.” 
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GET ALL THESE ADVANTAGES 
with VIKING Truck Mounting Pumps 


The Viking mechanical seal 
WORKS WITH, rather than 


against pressure, assuring — 


non-leak operation. 

Pump also available with extra 

long, leak-resistant stuffing 

box. Packing arrangement 
shown below. 


Integral thrust bear-_ 
ing permits easy end 





Revolvable casing makes 
possible handy, most eco- 
nomical piping arrangement 
. . . ports can be turned to 
8 different positions. 





clearance adjust- 
ment. Makes possi- 
ble extra long life 
of pump — many 
times even beyond 
life of truck. 


Slow speed “gear- 
within - a - gear” 
pumping principle 
requires no expen- 
sive speed increasers 
that take up valua- 
ble room. 


Integral relief valve 
on pump head per- 
mits closing of dis- 
charge without stop- 
ping either pump or 
truck motor. 


A Il of these features on Viking Truck Mounting Pumps 
will save you money on operation costs, maintenance and 

service. See that your new or modernized 
trucks are Viking Pump equipped. 


VIKING PUMP C 


Send for Catalog Gr today! 


OM PANY 


ROTO-KING 








A NEW 
FEATURE 


of the 


FACTBOOK 


ISSUE 


to be published 
in MID-MAY 1957 
will be 


A 


BUYERS’ 
GUIDE 10 
OIL MARKETING 
EQUIPMENT 
MANUFACTURERS 


This new feature, com- 
bined with the regular 
TBA Directory and Buyers’ 
Guide in the FACTBOOK, 
means that you will have 
available to you for the 
first time in one place 
ALL the product directory 
and buying information of 
interest to you in your 
work, 
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you can meet any lubrication standard if you 


BLEND WITH ENJAY PARATONE’ 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 
ing cold-weather quick starting properties with high temperature, low consumption 
characteristics. These lubricants are all-season oils, featuring improved gas mileage. 
More and more refiners and blenders are relying exclusively on Paratone to produce 
the high “VI” required in these all-season oils. 

Through years of intensive research and development work with automotive manu- 
facturers, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let this 
experience and know-how work for you? Write, wire or phone the Enjay Company 
today. 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron * Boston * Chicago « Los Angeles * New Orleans + Tulsa 
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Pioneer in 
Petrochemicals 





salesmen 


tried and true 


SOSSHSSHESHSHSSSHESESEESSESSHOSCESEEEHEHECEECHE RETF ZES 


Outstanding from Bowser's complete line of 
dispensers and pedestals, these "TV" models with 
Tele-View dials compel attention, attract eyes and 
buys to your islands. Inside the pedestals are the 
many reasons marketers prefer Bowser Dispensers 

- one reason; Bowser alone has Xacto Meters. 


Reelway, Cable-Hose Retrieving Siamese, Serves 2 Cars At Once Inside Hose Retrieving 


Lights atop pedestals monitor pumps when remote system is used. 


SALES AND SERVICE IN 
PRINCIPAL CITIES . 
EVERYWHERE 


BOWSER, INC., 1301 CREIGHTON AVE., FORT WAYNE, INDIANA 
eT! or oc NANT 
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Home Fuel’s Wright on contract drivers: 
“It takes a man who’s willing to work.” 


¢ 


« 


“It’s saved us considerable money, and “On this sort of deal, they never quit.” 


we see that the drivers make a profit.” That’s why Jim Wright says .. . 


You Can Save With Contract Drivers 


@ They can cut your operating costs, end driver turnover, 
and keep you out of wage-and-hour trouble 


@ But the plan must work two ways—not for the company only. 
Otherwise you're headed for a rough time. 


@ Here's the way one heating oil company uses its contract 
drivers to keep profits up, headaches down 


Garon in delivery and operating 
costs have added up to big money 
for Home Fuel Co., Passaic, N.J., ever 
since the company started its con- 
tract driver plan in 1942. 

With contract drivers, Home Fuel 
delivers an eight figure annual gallon- 
age without being troubled by any of 
these factors: 

e Outside interference. Home Fuel 
keeps full control of deliveries; it sur- 
renders none of management’s rights 
on how it shall operate. As private 
businessmen, contract drivers see little 
need for any organization. 

e Paying overtime. Overtime pay- 
ments can add to delivery costs. At 
Home Fuel contract drivers are their 
own bosses and have a built-in incen- 
tive to work harder, longer. The more 
they work, the more oil they deliver 
and the more they earn. In peak 
periods, they may go more than 60 
hours a week. In the off-season, it’s 
way below 40 hours a week. 

e Wage-hour law complications. 
Home Fuel spends no office time 


keeping drivers’ records of hours 
worked or trying to decide when the 
law applies, when it doesn’t. And it 
steers clear of court actions that wage- 
hour law administrations bring to get 
compliance. 

e Too many trucks. Seven trucks, 
averaging 2,200-gal. capacity, haul 
more than 1-million gal. each. Home 
Fuel’s investment in trucks is kept 
down. “We get better deliveries with 
fewer trucks,” says Jim Wright, presi- 
dent of Home Fuel. 

e Driver turnover. Home Fuel’s 
contract drivers pre-date Wright’s 
interest in the company—they’ve been 
with the company for 14 years. And 
they earn enough on the contract plan 
to keep themselves going for a full 
year. 

Home Fuel doesn’t have to lay off 
drivers at the end of a heating season, 
then trv to get them back again. 

And it doesn’t pay for “make-work” 
to keep drivers on the payroll the full 
year. It does, however, offer contract 
drivers a chance to work on summer 
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cleanups and installations if they want 
to. “With this kind of a deal,” Wright 
says, “they never quit.” 


How the Plan Works 


Although Home Fuel has seven 
trucks on home oil deliveries, it has 
only two contract agreements. One is 
with a partnership of two men who 
hire a third driver to help them out. 
The other is with one man who hires 
three more to help with his deliveries. 

How these additional drivers are 
paid, how long they work per week 
and what they do in the off-season are 
not Home Fuel’s concern. “We don’t 
know and we don’t care,” Wright says, 
“because it’s none of our business.” 

In its contract with the drivers, 
Home Fuel agrees to purchase the 
trucks, resell them to the drivers at 
cost; re-purchase them in case a driver 
wants to quit (which hasn’t happened 
yet) or retire (which has); sets the rate 
of driver pay on a mills-per-gal. basis 
and spells out driver responsibility. 

(Continued on page 134) 
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Fuel Oil 


*‘Remember, it’s got to be a mutual deal. We’re getting a benefit 
from the plan. The drivers must get the same thing.. .’’ 


(Story begins on page 133) 
The driver pays for all repairs, gaso- 
line, oil, tires, insurance, licenses. 

If a contract driver lacks cash to 
pay for his truck, Home Fuel will 
carry his note (non-interest-bearing) 
for five years. If a driver retires, as 
one did several months ago, Home 
Fuel buys the truck for the unpaid 
balance of the note. 

Home Fuel is helping drivers an- 
other way. The company is swinging 
over to lighter trucks (Fords, Chev- 
rolets) from Autocars. “Not only is 
first cost cheaper (less investment for 
Home Fuel to make and less money 
for drivers to pay) but there’s also 
a saving in maintenance,” Wright says. 
Repairs on a per-unit basis cost less 
with lighter equipment. 

Home Fuel’s pay scale for contract 
drivers is probably less than 10 mills 
per gal., but Wright won't say what the 
scale actually is. He’s afraid it might 
mislead other companies interested in 
trying out the plan. “What works for 
one company,” he says, “may not 
work for another.” 

The plan pays off another way. 
Home Fuel doesn’t worry about truck 
operating costs or truck maintenance. 
“I'm not concerned with that at all.” 
Wright says, “but I think they are 
damn low. Drivers themselves do a 
lot of their own work and are very 
careful before they spend a buck.” 

Home Fuel’s contract agreements 
were drawn by an attorney and there 
hasn’t been any basic change in them 
since 1952. Each agreement has a 
60-day cancellation clause. Generally 
the agreement runs for a year, but can 
be extended from one year to the next. 


Drivers Make Good Money 


Home Fuel says the partners gross 
over $20,000 a year, and that the 
single contract driver grosses over 
$22,000. The net of each is over $6,- 
000 a year, more than they would earn 
as union drivers working only during 
the heating season. 

On a weekly basis, Home Fuel’s 
drivers can take out as much as they 
earn or draw $100-$125. If they draw, 
the difference between what’s drawn 
and what’s earned is left with the 
company to build up. Such funds are 
carried in a separate account. 

So that contract drivers know where 
they stand financially, Home Fuel 
keeps these figures for them: 
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e Gallonage delivered by each con- 
tract driver. 

e Their indebtedness to the com- 
pany for the trucks. 

e The amounts they draw weekly. 

e The balance. 

This information goes out monthly, 
with a settlement made on an annual 
basis. 

Contract drivers have their work 
laid out for them during the peak 
periods of the heating season—De- 
cember, January, February and March 
—when they work as much as 10 
hours a day on a six-day basis. But 
in the summer, it’s mostly a two-day- 
a-week proposition. “Outside of the 
four busy months,” the company 
says, “they lead the life of Riley.” 
They can because they earned enough 
during the peak season. 

If they want to, Home Fuel’s con- 
tract drivers can help out in the serv- 
ice department in the summer, taking 
care of cleanouts and installing burn- 
ers. When they do, the work is on a 
sub-contract basis. 

“They bill us at an agreed price,” 
Wright says. There’s no fixed rate for 
this type of work, he adds, because 
it depends on whether Home Fuel has 
to supply the service truck and/or 
tools. A boiler cleanup, with trucks 
and tools supplied by Home Fuel, 
costs the company an average of $5. 
If the driver has his own car and tools, 
the cost is higher. Drivers can do 3-4 
cleanup jobs a day to get this extra in- 
come. 

The same type of driver plan has 
been working for four years at Home 
Fuel’s subsidiary, Home Fuel Oil Co. 
of Pompton Lakes. There, two drivers 
work as partners, hiring an extra man 
in the peak season. But for eight 
months of each year, one of the part- 
ners delivers the oil while the other 
takes care of cleanups and _instal- 
lations. 


What to Watch Out For 


Home Fuel’s president thinks there’s 
nothing like the contract driver plan, 
if: 

e It’s set up right in the first place. 

e It’s explained to the drivers and 
is understood by them. 

e It’s watched so that changes can 
be made as needed. 

“This can’t be a one-way deal—all 
for the company and nothing for the 
driver,” Wright says. “To be sure, 


we're getting a benefit out of the plan. 
So must the driver. 

“There’s no sense keeping our pay 
costs to the driver way down just to 
keep our delivery costs way down. 
The drivers have to live, too. 

“It’s got to be a mutual deal, some- 
thing for the drivers, with them real- 
izing that the company has to show a 
profit, too.” 

The way Home Fuel looks on con- 
tract driver plans, no company should 
offer it to its drivers if they handle less 
than 1-million gal. each. 

Even then Home Fuel says it 
“watches the figures” on what a 
driver makes. “If he’s breaking his 
back, we'll make a change.” 

Not only does company thinking 
enter into the success of any contract 
driver plan, the type of driver is also 
a big factor, Home Fuel finds. “He’s 
got to be highly respected,” says 
Wright, “and a competent individual, 
one who is willing to work when the 
pressure is on. He’s got to be interested 
in the company’s position, realizing 
that he won’t get paid unless he de- 
livers the product.” 

There hasn't been a letdown in de- 
livery habits since contract drivers 
have taken over heating oil delivery at 
Home Fuel. If anything, says Wright, 
delivery habits have improved because 
contract drivers tend to be more care- 
ful at the fill pipe. They know that if 
there’s any foul-up the customer can 
take his business elsewhere, and the 
driver will lose money on the switch 
to another company. 

Home Fuel says its contract drivers 
are good in lining up new accounts. 
They get a bonus of $5 per account— 
the same as other Home Fuel employ- 
es—but they also know that each ac- 
count added will mean more money 
for them. 

In addition to contract drivers, 
Home Fuel has two regular drivers on 
its payroll. One handles No. 2 heat- 
ing oil and is a “spare” in case some- 
thing happens to one of the contract 
drivers or their employes. The other 
delivers No. 4 oil. 

They are not paid on a mills-per- 
gal. basis, Home Fuel says, because 
(1) “they don’t handle enough vol- 
ume” (less than a million gal. per 
truck) and (2) “there isn’t too much 
margin in No. 4 oil these days, since 
the majors supply ost of the mar- 
ket.” a 
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Whether it’s one building or 
several, Davidson Porcelain Panels 
are individually “tailored” for on-the- 
job erection economy. 


Individual building unit treatment by Davidson, 
with panel assemblies keyed to your construction 


plan, means your building can be open for business ENCLOSE IT QUICKER 


sooner, at less cost. with 


Get design identification, too, with Davidson panel ¥ 
assemblies, engineered to duplicate building designs, 
whatever the location — whether it’s new construc- 


tion or modernization of existing structures. 
PORCELAIN PANELS 


Contact a Davidson distributor 
(listed in your phone book under 
“Porcelain Enamel”) or write direct. 


Engineered to fit your design 


> 


uiDs 
Oe 


bd 


BNW DAVIDSON ENAMEL PRODUCTS, INC. 
\onncae/ 1123 E. KIBBY STREET + LIMA, OHIO 
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s Schrader Trut 
VE SCHRADER 3650 TYPE CHUCK GAUGES WITH 


E GAUGE UNIT. Install in all your strategic service 


jauging equipment, gauges 


steps, trouble 


assenger Car Owners’ own 


display them 


e Schrader Gauge is your air ‘dipstick 


t way 


Schrader Gauges...and proper gauging... 
build customer good will and profit! 


It pays to let your customers know you care about tire 


Schrader 3332 . service ... now more than ever with new tubeless tires. 
Type Airline Filt “ee 8 . 
eretact waloabin These Schrader products help you give complete and 


equipment. Install . sei i a 
son at Gd does accurate tire service .. . build customer good will . . . 


pipe outlet. Kee la ° ‘ 
out oil; filter tt Ts ms make extra profits. Order these genuine Schrader quality 


scale, moisture. 


Save tools, tires. 4 : products today. Be sure you specify Schrader by name. 
A. SCHRADER’S SON 


Division of SCOVILLE 
470 Vanderbilt Avenue, Brocklyn 38, N. Y 


FIRST NAME IN TIRE VALVES 
ESTABLISHED IN 1844 FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Fuel Oil 


What's the Summer Fill Outlook? 


@ Price discounts may not return again unless’ higher-than-minimum 
stocks are on hand at the end of the heating season 


@ Price protection could replace discounts as a fill incentive 
if degree days pile up and stocks are depleted 


e@ Delayed billing may get more play this year if the credit 


squeeze continues to hit jobbers and distributors 


@ Not all suppliers will offer the same package. And 


not all agree on the value of summer fills . . . 


WHAT GOES INTO a summer fill 
program depends on what a given com- 
pany is trying to do. 

In a normal year, a supplier would 
look at stocks, estimate demand for 
the next heating season, get into pro- 
duction slowly, and then try to get 
jobbers to take product off his hands, 
making more room to store new pro- 
duction. 

But this is no normal year. There 
are important new factors to consider 
in estimating next season’s demand: 

e The Mideast. How much oil will 
Europe need? Where will it come 
from? Will the canal and pipe lines be 
ready to transport product? And at 
what capacity? 

e Tight money. Will heating oil 
jobbers, distributors, retailers, be able 
to get local credit so they can buy 
product to fill their storage? Or should 
more suppliers give 90-day (or greater) 
credit to good risks? What about the 
poor credit risks? 

It’s too early to get all the answers, 
suppliers admit. Generally, each will 
take a close look at all the factors in 
mid-April, then hash out a summer fill 
program. 


Case for Summer Fills 


Most major suppliers are sold on 
summer fill programs, although some 
complain they’re hard to administer. 
Here’s what the companies say: 

“We'd like to have those handling 
our products buy evenly all year 
around, because it levels out refinery 
runs and transportation peaks,” says 
one major man. But he admits that 
pipe lines, backed up by more and 
more storage at refineries, have 
lightened supply and transportation 
problems in certain areas. 

“We like summer fill programs if 
they don’t cost too much,” say another 
supplier, In other words, the discount 


shouldn’t get out of hand. 

“Summer fills are economically 
sound for all concerned,” adds another 
major. “If there were no summer fill 
programs, the price of oil would go up 
to pay for building more tankage at 
the refineries.” 

But the biggest benefit, this company 
thinks, goes to the jobber. With such 
a program he can keep his trucks in 
“some semblance” of operation and 
keep good, experienced drivers on the 
payroll all summer. 

Jobbers lay up any summer fill pro- 
gram if a price discount is a big part 
of the package. By filling up tanks at a 
discount, they can make a profit on 
their inventory without lifting a finger. 

In fact, a number of Eastern heating 
oil jobbers look at the summer discount 
as a tradition. When summer discounts 
generally went by the boards last year, 
they howled through their jobber 
groups that majors had broken tradi- 
tion. 

Some of these jobbers are in areas 
that are closed tight in the winter, so 
the only time they can get product in is 
during the warmer weather. But to 
make sure they have enough product 
on hand to carry them through the 
winter, they’ve built more tankage. 
And any inventory profit, they claim, 
is something they are entitled to for 
their investment in new tankage. 

“But,” says one major, “it should 
not be necessary to implement a price 
advantage to jobbers in view of the 
other advantages accruing to them 
from a summer fill program.” 

The opposite view is held by an oil- 
heat promotion group’s spokesman, 
who would like to see the industry 
adopt a higher summer discount and 
back that up with price protection. 

“The discount has to be such that a 
jobber or distributor can finance his 
fill at his local bank, let the bank make 
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a profit on the deal, and give something 
to the jobber as well,” he says. 

“At the usual 0.5¢ gal. discount, it’s 
going to cost the oil man money to 
finance his summer fill. But he can 
make a slight profit if he gets 1¢ off 
on his June purchases, 0.75¢ off 
on his July purchases, and 0.5¢ off on 
his August or September purchases. 

“And since he’s gambling on a price 
increase, he should be given protection 
against a drop,” says this spokesman. 

But any discount, he adds, should 
only go to the trade, not to the con- 
sumers. “When summer discounts 
end,” he says, “it is always publicized 
as a price boost and that doesn’t sit 
well with the consumers.” 


On the Negative Side 


Summer fill programs are of no 
value to the industry, says one major 
executive, because of generally limited 
jobber storage. 

The amount of jobber secondary 
storage, he adds, is piddling when 
stacked up against total production. 
“And any large amounts of secondary 
storage are usually owned: by major 
companies. Most jobbers and dis- 
tributors have working storage, not 
seasonal storage.” 

And with jobber storage at a lower 
point, a jobber’s ability to knock the 
peak off the Nov. 1-15 product inven- 
tory build-up at the refinery is “very 
much over-rated,” adds the executive. 

If a summer fill features a price dis- 
count, jobbers use tankage for their 
own benefit, he observes. He has no 
objection to that, but adds that because 
jobbers don’t want to tie up too much 
capital in inventory, they usually wait 
until the summer fill discount program 
is about to expire. Then they fill up 
their tanks. With their limited storage 
full before Sept. 30, they aren’t in a 
very good position to take additional 
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Constant Flow 
at 20 gallons 
a minute 


Bennett 


Double Action 
BIG G Piston Type 


TRANSFER PUMP 


For pumping one gallon or 100, 
Bennett Big G does it easier, 
faster, safer—up to 20 gallons a 
minute and up to a 20 foot lift. 

Bennett Big G hand pumps 
are built with the same precision 
accuracy that have made Bennett 
pumps the standard for compar- 
ison for accuracy, long life and 
low maintenance cost the world 
over. That’s why you find Bennett 
Big G pumps on farms, in 
garages, on big construction jobs, 
in paint and chemical plants, 
factories and wherever depend- 
able, fast, easy-to-use transfer 
pumps are needed. 

Bennett Big G pumps are 
available in a variety of models 
to suit your pumping needs. 


JOHN Woop COMPANY Bennett Pump Division Muskegon, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED Toronto + Montreal + Winnipeg * Vancouver 
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product, and refineries increase their 
runs after that date. 

Customer storage is also an insig- 
nificant factor in summer fill programs, 
says the executive. Jobbers are told 
that if they fill their customers’ tanks 
they can take more product into their 
bulk plants. But a survey of 1,000 
tanks shows they’re about 60% full 
when jobbers begin summer fills. 

“Delayed billing that usually goes 
along with a price-protection feature 
of a summer fill program doesn’t help 
the jobber either,” says another com- 
pany man. Jobbers, this major official 
finds, don’t put as much effort into col- 
lections in the summer as they do dur- 
ing the heating season. So when the 
delayed billing date rolls around, the 
jobber doesn’t always have the cash 
to pay for his summer fill purchases. 

Some jobbers admit the truth of 
these arguments. “By the time the de- 
layed billing date is due,” says a Con- 
necticut distributor, “a jobber has a 
number of other financial obligations 
to meet. He may be getting ready to 
put his trucks back on the road, in- 
volving cash for licenses and insurance. 
He may be adding one or two new 
trucks, and has to pay for them.” 

Another jobber says a large number 
of 1,000-gal. tanks, all filled during 
the summer fill program and all in 
locations using oil at relatively the 
same rate, can lead to peak delivery 
headaches when they all need refills 
around the same time. 

That’s the picture. Although a 
necessity in some areas and a tradition 
in others, summer fill programs have 
their pitfalls as well as their obvious 
advantages. = 











“He just delivers it, maam. 
Someone else raised the price.” 
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MACK DIESEL TRUCKS 


It was another Mack landslide! Practically dou- 
bling the diesel truck sales of its nearest competi- 
tor, Mack sold well over one third of all diesel 
trucks in 1956. Right now, we’re entering our 
fifth straight year as the top-division champs! 

One great reason for this dominating lead is 
the famous Mack Thermodyne® Diesel engine. 
Setting new records for fuel economy . . . often 
running up to 200,000 miles and more without 
overhaul . . . Mack Thermodyne engines are 
available at 170 hp and at a turbocharged 205 hp. 
It all adds up to powerplant efficiency that can’t 
be matched by any other make. 

Find out for yourself why Macks predominate 
wherever profits depend on the performance of 
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heavy-duty vehicles. Ask your Mack representa- 
tive to put you in touch with the Mack user whose 
operation is closest to your own. Mack Trucks, 
Inc., Plainfield, New Jersey. In Canada: Mack 
Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS. 





Tires-Batteries-Accessories 


How Oil Men Can Get a Bigger 
Share of the TBA Market 


TBA managers are sure they know how to do the job. 


But most of them think some changes must be made first 


Here’s what 
they believe 


is needed: 


T’S GENERALLY ESTIMATED that about a third of all 

TBA is sold by service stations. Because stations 
sell nearly all the gasoline, that means the average 
dealer is missing a big chunk of the potential TBA 
market. 

Does he need it? One top marketing executive puts 
it this way: “The day is past when a dealer can make 
a good living from the sale of gasoline. It will keep 
him in business, probably, by paying costs, wages 
and so on. But for his profits, he’s got to rely on 
services—more services, ones that he charges for— 
and TBA, which is assuming increasing importance.” 

An analysis of the books of 3,000 successful deal- 
ers by the E. K. Williams Co., a business manage- 
ment service, showed a sales average of $44.27 
worth of TBA per thousand gallons of gasoline. Many 
dealers do better, but the majority are well below 
that figure. So for practical purposes, $44.27 can be 
considered today’s attainable target. 


Where's the Manpower Needed? 


They don’t all say it the same way, but most of the 
19 major company TBA managers surveyed by NPN 
agree sales manpower in the field isn’t equal to the job 
of selling petroleum plus TBA. 

The money is there, they insist, because TBA earns 
a profit. It can pull its own weight in the sales organi- 
zation, and doesn’t need a free ride. 

More Salesmen.—Between calling on car dealers 
and commercial accounts, checking on equipment, 
and finding new dealers, present sales staffs are 
spread too thin, in the opinion of many TBA man- 
agers. More men on the job would give each man 
enough time to buck up his dealers’ TBA selling. 

It’s sure to pay out, they say. A more effective job 
on TBA sales frequently makes the difference be- 
tween a solvent dealer and a failure. Gallonage, too, 


always seems to be better for the dealer who’s doing 
a healthy TBA volume. 

And don’t forget, the TBA managers add, dealer 
turnover eats up a lot of good selling time just get- 
ting replacements. Better TBA performance by deal- 
ers means more dealers stay with you. 

Better Salesmen—‘‘We need older and more ex- 
perienced men, instead of the many green ones we 
now have,” says another group. Helping dealers sell 
TBA, let alone assisting them on other phases of the 
station business, calls for better men, they say. 

“We must first upgrade our own men on TBA sell- 
ing,” says one man. “Then we will begin upgrading 
our poor and mediocre dealers. In my opinion it will 
follow automatically.” 

Merchandising Specialists—First choice of a ma- 
jority of TBA managers is for more merchandising 
specialists in addition to the regular sales force. Sev- 
eral oil companies have these specialists—or have 
had at one time—and their number is growing. 

“We've had good results from the limited crew of 
merchandising specialists we’ve added over the past 
year or two,” says one TBA manager. The specialist 
is well named. He doesn’t bother with leases. He calls 
on no contractors or taxicab operators. He just 
coaches dealers on how to get more business. 

He is more truly a salesman than are the regular 
members of an oil company’s sales organization. 
All TBA men value the specialist’s work on the TBA 
front. “All we need is more of them,” is the way one 
man wraps up the general feeling about them. 


How About Dealer Training? 


Generally, TBA managers aren’t happy with pres- 
ent dealer training. It isn’t all it appears to be. Not 
enough gets across and sticks, they believe. 

“We need a whole new deal on training,” is one 
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comment. “Too much of our present effort is 
wasted.” 

Low Grade—For one thing, they explain, TBA too 
often runs a poor second at training sessions. It’s 
tacked on as an incidental after the dealer audience 
has been filled up on gasoline and motor oil topics. 

You'll never do a good job that way, say the TBA 
managers. “Training without demonstration, for in- 
stance, may help your best dealers,” says one, “but 
the others, who need it most, won’t soak it up.” 

Poor training is doubly futile if you start with poor 
dealer material, many point out. “We'll get better 
TBA sales when we do more screening of the new 
dealers we have to take in every year,” says One mar- 
keting executive not primarily responsible for TBA. 

“Too often in desperation we put in the wrong 
man. What we need are men who are interested in 
making $18,000 te $20,000 a year, rather than the 
$7,000 or so they might hope to earn in industry.” 

His views are echoed by many TBA managers. Says 
one: “We should have the guts to leave a station 
closed rather than put in a poor man. We should 
apply aptitude tests and rigid qualifications.” 

Not Enough—Some TBA managers say it only 
looks like we’re doing a lot of dealer training. We put 
too much faith in dealer meetings, they say. 

You never get all your dealers into every meeting. 
You can never hope that 100% of your program will 
get across to every man who does show up. This 
leaves a lot of gaps in plain TBA product knowledge. 
“We need steady, persistent dealer training,” is a 
typical comment. 

Training follow-up can be provided by training 
stations or training centers. They’re fine, say many 
TBA managers, but we don’t have enough of them. 
Others like mobile training units—but again they 
want more of them. 

Jobbers appear to be weak on dealer training, too, 
say the TBA men. “Jobbers would do better with 
TBA if we could get them to spend a nickel on their 
end of dealer training,” observes one TBA manager. 
“We provide the men and a program, and all they 
have to do is arrange for the meeting and underwrite 
some modest expense, like paying for the coffee and 
sandwiches. Too often they try to sidestep even that.” 

Poor Dealer Contact—The shortcomings in dealer 
training would be better understood if there were not 
so many holes in dealer relations generally, TBA 
managers believe, and they have some positive ideas 
on the subject. There’s a tendency, they say, to regard 
the best and most successful dealers as typical. 

These star performers are a source of pride and 
gratification to the marketing department. They’re old 
friends, and everybody likes to talk with them and 
about them. Too much contact with top-notch deal- 
ers gives you the impression everything is swell with 
the whole dealer organization, the TBA managers say. 

But marketing officials don’t realize how few of 
those outstanding dealers there are, say the managers. 
“If you can name 50 you're doing good,” claims one. 
“Most of our outlets are run by less gifted men. We 
ought to direct our help to their needs.” 

Among tangible ways to improve dealer relations 
TBA men suggest closer contact with dealers’ wives; 
more limited-area dealer contests; more stability of 
station rents. 





By FRANK C. STURTEVANT 
TBA Editor 
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Discussion of poor dealer contact soon leads into 
the question of management policy. A merchandis- 
ing manager says: “We find that where our men do 
talk TBA, dealers resent it because there’s too much 
to sell and not enough advice and help on how to sell. 
There may be a fine line between advice and dictation, 
or unwarranted interference in the dealer’s province. 
But we could find it if the sales department was with 
us all the way.” 


What Does Management Want? 


That’s the big question, say TBA managers. Most 
of them believe TBA sales would go up at once, if 
salesmen knew management really wanted it. 

“There’s still a notion in some management circles 
that every time we sell a tire we miss the sale of a 
quart of oil, and vice versa,” says one TBA manager. 
Others agree there is a lack of understanding at all 
levels that oil marketing is a business of serving the 
customer. 

With full management recognition and backing for 
that idea, they say, the whole organization will regard 
TBA sales as just a part of customer service. When 
that day comes, some ask, why have a separate de- 
partment that must compete for money and attention? 
Why not fully integrated departments? 

Indecision—When top management TBA policies 
don’t follow a clear line, say TBA managers, un- 
certainty takes the punch out of TBA strategy. Pro- 
grams we work out for dealers become blunted, they 
say, just because our own sales force doesn’t back 
them up. 

“Our TBA sales will go up when some of our 
division managers retire,” is a typical statement of one 
TBA manager. “About half are oil industry veterans 
who are a little apathetic about TBA sales. If they 
don’t insist on good TBA performance by the sales- 
men, we don’t get it, and our company won’t pressure 
them or replace them.” 

There’s magic in that all-important nod from the 
sales executives, whether at the top or division level. 
If you've got it, TBA sales go up; if not, they dip. 
Many TBA managers can point to division areas’ 
where TBA sales improved, in some cases as much 
as 20%, solely because division management decided 
to add more men or backed TBA in some other way. 

(Continued on page 143) 





1904— First spark-plug ignition for 4-cylinder motor 


1952—First practical one-piece battery cover 
introduced by GLOBE 


The first spark plug ignition set for 4-cylinder 
engines was a fore-runner of today’s complex 
ignition systems. Globe-Union’s pioneering has 
continually developed batteries for these ad- 
vanced systems. Typical of Globe’s leadership 
is the one-piece battery cover introduced five 
years ago. Today one-piece covers are being 
used more and more to give ~ 


1. Extra battery capacity 
2. Greater over-ali container strength 
3. Better looking batteries 


® Note unitized one-piece cover-case construction — FASTER, LOW-COST DELIVERY! 

brute for strength, less susceptible to damage in han- Globe's sixteen plants are strategically located for fastest, 
dling or distortion from extreme under-the-hood heat lowest-cost shipments to all markets; thirteen (*) are 
— resists vibration from road shock, protects vital bat- producing creatively packaged dry-charged batteries. 
tery parts — unharmed by oil and grease @ Weld- 
sealed to case, having tongue and groove joint, triple TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., *MEMPHIS, TENN., *MIL- 
sealed into one inseparable unit — cell partitions and WAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDS- 
container are strengthened, reinforced like a battleship VILLE, NO. CAROLINA, "SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., 
to withstand heat and abuse @ Another milestone in LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 
power — another first for Globe! 


*ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, 


mi GLOBE-UNION INC. 


Spur. STARTING MILWAUKEE 1, WISCONSIN 
“SECOND 


It it’s Petroleum-powered there’s a right from the start! 
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‘“‘We should have the guts to leave a station closed rather than 


put in a poor man,” says one TBA manager 


(Story begins on page 140) 

And virtually all TBA departments have struggled 
through alternate periods of management sunshine 
and shadow. When TBA is in favor, sales are always 
better even if the policy of the moment includes 
nothing as tangible as more manpower. 

“We'd get more business right away if we could get 
all salesmen enthused about TBA,” declares one TBA 
manager. “They'd get more business if they’d check 
more inventories,” says another. 

Opposition—Definite management commitment, 
for or against TBA, would also get rid of some down- 
right opposition to TBA marketing, TBA men think. 
Says one: “We need the real support of both top and 
division management. We can’t go far if the division 
people are antagonistic, as is sometimes the case.” 

“We try out new plans almost in secrecy,” reports 
another TBA manager. “Only after we’ve proved it 
works, or can point to a competitor’s success, do we 
lay it before our management. Often, by that time, 
they ask why we haven’t done it before.” 

Words Without Deeds?—There’s no lack of public 
endorsement of TBA by oil company officials. 
They've repeatedly said that combined selling of gas- 
oline and TBA at the service station is both desirable 
and necessary. 

One company president observes that oil companies 
have been drawn into TBA because TBA is part of 
the total brand package offered by the service station. 
For that reason it’s capable of either injuring or pro- 
moting the gasoline brand. A marketing vice president 
adds: “The sale of non-petroleum products at service 
stations has long since reached its maturity. To think 
of running a retail operation without the non-petrol- 
eum necessities of travel would be idle speculation.” 

In a few companies, TBA men say they're getting 
the support those words imply. They don’t report 
large additions to sales manpower or unlimited train- 
ing budgets, but something is being done along these 
lines. Significantly, these companies are gallonage 
leaders in most of their marketing areas. 

How the TBA Man Stacks Up—Many industry 
people believe TBA managers could better the situa- 
tion themselves with a little more personal salesman- 
ship. Too often, observes one major company execu- 
tive, the TBA man is inclined to wait for top man- 
agement to start the ball rolling, and then be unhappy 


Want reprints of these NPN reports? 





What the Highway Program Means 
An up-to-date situation piece (Jan., page 58) 


How to Pay the Tax Man Less—Legally 
An exclusive by two experts (Jan., page 76) 


e For these and other reprints, write: Reader Serv- 
ice Department, NATIONAL PETROLEUM NEWS, 
330 West 42nd St., New York 36, N. Y. 
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when top management doesn’t do so. 

“TBA managers are too conservative,” says a sup- 
plier spokesman. “The oil industry could use some 
men with more advanced ideas and with merchan- 
dising experience from other fields, like department 
stores, for example.” 

“Many are good office managers and purchasing 
agents, but I fear some of them couldn’t make a living 
selling tires,” says a rubber company official. 

“In my opinion, TBA managers as a whole are 
able men, but they stick too close to their desks,” says 
another supplier. “I think their programs would be 
better if they themselves took a little nuts-and-bolts 
TBA training— mount a tire, change a filter, things 
like that.” 

The comments from management men suggest a 
lack of understanding between TBA managers and 
general sales people in many companies. Manage- 
ment apparently feels it’s doing all it can for the 
TBA department. 

“Our whole marketing department is oriented 
toward bucking up TBA sales,” says one merchan- 
dising manager. Another can’t see why there should 
be any conflict in promoting gasoline and TBA 
jointly. He doesn’t think there is, in his company. 

A marketing manager concedes that some TBA 
managers probably do have to operate under wraps, 
“but not in our company. We're well aware that many 
of our most successful dealers would be out of bus- 
iness without TBA.” He does think many TBA man- 
agers in the industry don’t get enough support. “You 
can ride certain horses . . . and some people can be 
treated as step-children,” he says. 

The president of a Canadian rubber company 
that’s been selling tires to oil companies for many 
years, says: “It’s been my observation that oil com- 
pany management is too occupied with the petroleum 
end of the business to give much time to TBA.” 

Many TBA managers would say “Amen” to that 
comment. “Just too damn many gasoline men,” says 
one, “who don’t know how important TBA is, or what 
it takes to sell it.” 


What's Ahead for TBA? 


With or without full support, TBA departments 
have to go after the business anyway, and here are 
some ways they'll be doing it: 

e Some will get a few more merchandising special- 
ists, training stations and mobile training units. 

e Programs to put better tools and equipment for 
TBA service in the hand of dealers will be adopted 
by more companies. 

e Efforts will be made to speed up TBA distribu- 
tion. 

e New TBA budget plans will appear. 

e Look for some -new outside display equipment. 

e There'll be more consignment TBA stocks. 

e It’s just possible there may be some suggested 
price schedules for TBA service and installation jobs. 

Every year oil’s TBA men inch up a little on their 
share of the market. To do it they must match and 
beat the percentage rise in gasoline volume. Chances 
are they'll do just that again this year. 





DUNLOP’S EXCITING NEW SALES STORY! 





ATOMI 
ENERG 


for Safer Tires 


DUNLOP'’S AccuRay PROCESS— Beta Rays, 
emitted from Strontium “90”, scan sheets of coated tire 
fabric, controlling uniform application of select insu- 
lating rubber within precise tolerances of +.001 inch. 


New Super Safety—built into Dunlop 
tires with an advanced nucleonic proc- 
ess called AccuRay®, already has tire 
customers and prospects buzzing. As 
the word is spread through the biggest 
advertising and promotion campaign 
in recent Dunlop history, the demand 
for Dunlops is bound to boom. This 
means a big jump in volume and 


profit for petroleum marketers mer- 
chandising Dunlop products. 


Through AccuRay’s precise nucleonic 
action, an exact amount of protective 
rubber is uniformly applied to every 
cord ply. This eliminates two major 
causes of premature tire failure; the 
dangerous heat build-up caused by 
excessive ply-rubber coating and the 
equally critical ply separation and 


‘ > 


shearing action between plies result- 
ing when rubber coatings are too thin. 


The use of AccuRay by Dunlop rep- 
resents a tremendous forward step in 
making safer, extra- mileage tires. Com- 
bined with unique Tension-Free Con- 
struction, Max-Grip Tread and other 
Dunlop advances, it’s the strongest 
sales story in the industry. 


Your customers will go farther, safer...on matched sets of tires by 


D U N L O P-tere Saoumniod ! 


DUNLOP TIRE AND RUBBER CORPORATION, BUFFALO 6, NEW YORK 
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Beating the Battery Inventory Problem 


This year may see more replacement battery sales than ever 





before. But they'll be split among more sizes than ever before, 


too—and that calls for missionary work with dealers 


FORECAST of a 27-million battery 
year is a welcome note of cheer 
at a time when it’s needed. If realized, 
it will set a new 
record in replace- : 
ment battery 
sales. 

When the pre- 
diction was made 
by R. E. Davis, 

Good year’s re- 

search head, at 

the annual meet- 

ing of the Assn. 

of American Bat- 

tery Manufactur- By eam ©; Chastevent 
ers, he said the TBA Eater 
rising registrations more than counter- 
act longer average battery life. 

Everybody likes to see an expanding 
market ahead. But a battery inventory 
puzzle is also right ahead. 

For this is the year when the total 
battery demand—whatever its ulti- 
mate figure—is going to be split 
among more sizes than ever before. 
What we've been warned about is 
now coming to pass. Cars originally 
equipped with all those new battery 
sizes will need battery replacements 
in large numbers this coming year. 

What To Stock?—Ever since the 
first 12-volt battery was installed as 
original equipment back in 1953, TBA 
men have been hearing about inven- 
tory complications to come. Fore- 
bodings grew when new cars came 
out with still more new sizes, both 
6-volt and 12-volt. Service stations 
weren’t stocking nearly enough bat- 
teries to take care of the traditional 
five 6-volt sizes. How they could 
meet the new demands was a dark 
puzzle. 

As long ago as 1954, Walter E. 
Anderson, vice president of Globe- 
Union, told the West Coast TBA con- 
vention about a survey of battery 
stocks at service stations. At a time 
when there were 10 group sizes in 
use, the average station inventory was 
only 6.9 batteries. Anderson suggested 
that oil marketers might want to dis- 
continue offering each size in several 
price ranges. 

The same advice, in stronger terms, 
was uttered last April by Robert L. 
Sommerville, of Electric Storage Bat- 


tery Co. At Kansas City he told the 
Midwest TBA meeting: “The average 
dealer cannot afford to carry a com- 
plete line of batteries without slow- 
ing down his turnover to a high-cost, 
non-profitable basis.” Sommerville 
urges oil marketers to back up the 
dealer with warehouse stocks in easy 
reach. 

Here’s recognition of another phase 
of the battery problem. Not only does 
the average dealer lack the space and 
capital to carry a full inventory of 
all group sizes in all price ranges, he 
would be foolish to tie up his money 
in slow movers. Instead, he must try 
to figure out which are the fast movers 
and concentrate on them. 

Talk Up Turnover—tThe dealer is 
going to need a lot of help in picking 
his battery stock. “Keep him abreast 
of the changing sales flow in each 
group,” advises H. G. Barnes, vice 
president, Gould-National Batteries, 
Inc., in a talk before the national TBA 
convention in St. Louis. Barnes, like 
Anderson and Sommerville, is acting 
here as spokesman for the battery in- 
dustry. 

“In our opinion,” he goes on, “it is 
neither practical nor economically 
sound for service stations to offer a 
wide selection of types within each 
size. Some petroleum marketers are 
already shaping new battery programs 
featuring line simplification. They 
don’t lose sales by condensing the 
line. Instead they find that dealers 
actually do a better job.” 

Increase Battery Throughput—The 
very complexity of today’s battery 
market is one of the best arguments 
for dealers to expand battery sales. 
“A dealer who sells 200 batteries an- 
nually,” says Barnes, “will have far 
less trouble than one who sells 100. 
And the dealer who sells 100 per 
year is better able to cope with in- 
ventory problems than one who sells 
25.” 

That’s the best advice you can give 
dealers on the battery inventory prob- 
lem. More sales provide an automatic 
answer to some of the questions. Any 
dealer who starts thinking about bat- 
tery styles in terms of which custom- 
ers need them, will be surprised at the 
number of prospects he can find. 
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Batteries Help Gallonage—lIf he’s 
doing right by his customers he ought 
to be anticipating battery failures any- 
way. His job is not just to have the 
right battery on the shelf when a cus- 
tomer’s car won't start. His job is to 
see that the customer doesn’t get 
stuck. 

He should be checking those bat- 
teries not just for the sake of more 
battery sales. That’s incidental. He 
should be doing it for the sake of 
gasoline sales. 

Dealers who show they’re willing to 
look after the customer’s car are 
the ones who get the gallonage. “To 
sell more gasoline other than through 
cutting prices or increasing station 
hours, a dealer must do a lot of 
things,” Barnes points out. He must 
clean windshields, check oil, batteries, 
radiators, maintain clean rest rooms, 
pass out road maps, and be a good 
housekeeper.” 

The relation between batteries and 
gasoline is sometimes overlooked. 
That’s due to overemphasis of free 
services, Barnes thinks. “One view is 
that if a service is free it helps to sell 
gasoline, but if it is revenue-produc- 
ing, regardless of how essential it is, 
or how well performed, it does not 
sell gasoline.” That’s not the cus- 
tomer’s idea. To do a good lube job, 
to replace a worn tire or a failing 
battery, or change oil at the right in- 
terval is to perform services that cus- 
tomers want and need. “They are as 
effective in producing gasoline sales 
as Cleaning a windshield,” Barnes says. 

Watch These Cars—This year deal- 
ers ought to note the customers whose 
cars are equipped with these 12-volt 
batteries. 

Group 2-N, used on Ford and 
Mercury 1954-55. 

Group 2SM, on Chevrolet 1955-56. 
(Also used on 1956 Chrysler, DeSoto, 
Dodge, Hudson, Nash, Plymouth, 
Pontiac and Studebaker.) 

Group 3KM. Buick 55-56; Olds- 
mobile 54-56; Packard 55-56. 

Group 3EE. Buick 53-54; Cadillac 


‘ 53-56; Oldsmobile 53. 


Exide predicts that sales of these 
batteries will be much higher this 
year. The cars have been out long 
enough so that a considerable number 
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will be needing new batteries. 

At the same time Exide points out 
that, for the present, these 6-volt 
sizes still account for the bulk of 
the replacement demand. 

Group 1 is needed by 44.6% of all 
cars on the road; Group 2L by 
18.5%; Group 2E, by 13.5%; and 
Group 2 by 7.7%. 

That adds up to 84.3%. And 
Group 1 is more than half of it. 
Those figures illustrate how simple 
the battery stock problem was, com- 
pared to what’s ahead. 

The last cars to use those 6-volt 
batteries were built in 1955. There’s 
no 12-volt successor to Group 1, and 
that’s why from now on the replace- 
ment market is going to be scattered 
all over the lot. 

It’s easy to see why dealers need 
your help in two ways. First, they 


What's New in 


yeed to learn about the changing 
battery picture. Maybe along with 
figures you'll have to give them some 
inspired advice on what batteries to 
stock. 

Next, you'll have to tell them that 
“demand” means more than just the 
customers who come to the station 
and ask for a battery. Or those who 
have an emergency failure and call 
on the dealer for help. 

Maybe we shouldn’t use that word 
“demand.” It only gives dealers wrong 
ideas. They must learn to visualize 
true market demand as including the 
fellow who drives in for gasoline and 
goes down to the corner accessory 
store to buy a bargain battery. 

With the kind of replacement mar- 
ket coming up, dealers need to work 
the whole market. That’s where they'll 
find profitable turnover in the future. & 


TBA... 





Trash container 


. . with mounting clip is said to be 
attachable to underside of dashboard 
without drilling. Made of plaid twill 
fabric, with rubberized interior and 
cadmium-plated frame. Removes for 
emptying by pulling on handle. Of- 
fered as resale item by Satrom Co., 
Inc., 945 Midland Bank Bldg., Min- 
neapolis 1, Minn. Suggested retail 
price $3.98. 


Filter wall chart 


. Claimed to be the first this year 
carrying new air filter specifications 
in addition to oil filters, has been 
prepared by Purolator Products, Inc., 
Rahway, N. J. Front of the chart 
gives oil and air filter specifications 
for all late model passenger cars, 
light trucks and some foreign made 
cars. Reverse side provides cross re- 
ferences between Purolator refill num- 
bers and thirteen other makes, giving 
brand name, type, model designation 
and dimensions. 
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Globe-Union package 


. for dry-charge batteries and 
measured electrolyte was awarded an 
honorable mention in a national com- 
petition held by the Society of In- 
dustrial Packaging and Materials 
Handling Engineers. The award, 
which went to the company and its 
packaging engineer, George Kodou- 
sek, cites the maximum convenience 
and safety afforded by Globe-Union’s 
single compact unit holding a battery 
and the correct amount of acid in 
individual, lightweight polyethylene 
bottles. 


Battery kit for dealers 


. . . containing information and oper- 
ating forms is now being supplied to 
Willard dealers. Kit includes battery 
catalogs, sign catalogs, price sheets, 
current ad preprint, battery servicing 
chart, price tags and a supply of 
guarantee forms. The material is as- 
sembled in a beaverite binder with 
special pockets for the operating sup- 
plies. 


Battery chargers 


. . at reduced prices are being of- 
fered to American Oil Co. dealers 
on a trade-in basis. Five models car- 
rying normal dealer prices ranging 
from $99 to $249 are included in the 
special deal. Dealers may trade in 
old chargers for discounts on the pur- 
chase price running from $25 to $60; 
or they may earn the same discount 
with a purchase of six Amoco bat- 
teries. 


Pocket-sized warranty forms 


. . . are now attached to tires and 
batteries received by Pure Oil dealers. 
The new small-sized forms have 
been adopted by Pure to eliminate 
the problem of stocking dealers with 
supplies of the necessary forms. Bat- 
tery warranties are enclosed in an 
envelope and tied to a terminal post. 
Tire warranties, also in envelopes, 
are inserted into the tire wrapping, 
or in the case of unwrapped tires, are 
shipped in bulk with each tire ship- 
ment. 


‘Good Car-Keeping’ week 

. is the name of a new promotion 
drive sponsored by the Automobile 
Seat Cover Manufacturers Assn. The 
campaign will be built to a climax 
between May 21-30. Curtis Publishing 
Co. is getting behind the drive with 
a special section planned for the 
Saturday Evening Post's May 25th 
issue. The special section will be ex- 
panded to include all kinds of prod- 
ucts that go into good car care, begin- 
ning with gasoline, motor oil, lub- 
ricants, and running through nearly 
all of the TBA line. 


Flashlights and batteries 


. . . have joined the TBA lines offer- 
ing special prize contests for sales 
of a single product. Tidewater’s 
Western division recently wound up 
a campaign on Ray-O-Vac products 
in which Telechron electric alarm 
clocks were awarded to dealers as 
prizes. 


New Kelly tire 


. . . Called the Super Flex has been 
added to the Sun Oil Co. line. The 
Super Flex is a price leader line that 
Sun dealers can feature in advertising 
designed to meet low competitive 
price appeals. 


Cooling system campaign 

. . . by Dow Chemical for this spring 
is built around a poster message 
“Keep Those Horses Cool—Check 
Your Cooling System.” Mor than 
100,000 copies of a three-piece color 
display are being distributed for 
dealer use. A consumer program will 
attempt to educate the public in cool- 
ing system care. 


Purolator premium 

. . » for this year, called the 1957 
Bonanza Package, consists of a six- 
teen-piece set of Salem dinnerware, 
said to have a $9 retail value. As 
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in other years, the premium is avail- 
able to dealers ordering an assortment 
of 30 oil filter cartridges. There is 
an extra charge of $1.95 for the 
premium. 


Purolator wrench 


. is a specially designed tool for 
tightening and loosening the PER-1 
disposable cartridge oil filter used on 
all 1957 Ford Motor Co. cars. Known 
as the W-57 wrench, it comes packed 
with a special carton of six PER-1 
filters, at no extra cost. Although 
the disposable filter is designed to be 
installed and removed by hand, it 
may freeze in place, making a wrench 


necessary. 


New warehouse 


. at Portland, Ore., was opened 
recently by Service Station Supply 
division of Wilco Corp. The, new 
facilities replace outgrown quarters. 
The new address is 3079 N.W. Front 
St. Phone number remains the same: 
CApitol 8-5089. 


TBA-gasoline primer 


. . » is a cartoon booklet put out by 
Gould-National Batteries, Inc., that 
gets across an elementary TBA truth 
in spoofing style. Kernel of the mes- 
sage is that car owners don’t care 
much about the origin of gasoline 
and TBA. They just want their cars 
taken care of in one place. The moral: 
Gasoline and TBA help sell each 
other, 


Canadian tire sales 


. . « for replacement purposes this 
year will run very close to last year, 
according to a forecast by the Rubber 
Assn. of Canada. The 1957 estimate 
is 4,275,000 passenger tires; 650,000 
truck and bus; and 90,000 tractor 
and implement, for a total of 5,015,- 
000. Last available 1956 year-end 
figures were expected to show sales 
of passenger tires at 4,415,000; truck 
and bus, 605,000; and tractor and 
implement, 90,000, for a total of 
5,110,000, 


Personne! ... 





J. Turner Moore, Jr., and Robert 
E. Valk, vice presidents of the Elec- 
tric Auto-Lite Co., have been ap- 
pointed group executives in charge 
of the battery division, and wire and 
cable and foundry divisions, respec- 
tively. Moore became an Auto-Lite 
vice president following the recent 











Adjustable from horizontal 
to 15°—25°—35° and 45°. 
Recommended mounting 


height 18 feet. 


2K SUPERIOR ENGINEERING 


2K SUPERIOR CONSTRUCTION 


we 


Available in open or 
enclosed type with 
glass doors or clear 
plastic doors. 


__ 3% SUPERIOR PERFORMANCE 


2k TRADITIONAL 
REVERE QUALITY 


Provides low 
brightness source 
without harsh 


shadows. 


Ingenious 
mounting 

bracket gives 

you the means of 
obtaining the light 
coverage you want. 


REVERE ELECTRIC MFG. CO. e 6009-17 BROADWAY e CHICAGO 40, ILL. 
Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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("Right on Schedule ! 
Right on Schedule! we ceuves 
KELLOGG-AMERICAN COMPRESSORS 
WHEN YOU NEED 'EM! NOT LATE, 
WHEN THEY MIGHT HOLD UP YOUR JOB 
--.- AND NOT TOO EARLY, EITHER, WHEN 
THEY MIGHT GET DAMAGED SITTING 
AROUND IN THE WEATHER! 








When the order calls for air compressors, 
it’s to your advantage to buy through your 
local Kellogg-American distributor. He 
specializes in meeting the needs of the 
petroleum industry. He offers you one 
source of supply for many of your pur- 
chases, and stocks units to individual oil 
company specifications. You’ll find him 
listed in your classified telephone direc- 
tory. Call him today. 


KELLOGG DIVISION * ROCHESTER, N. Y. 


Om fLQUIPMEnNYT sOBnT AS 


A-3534 


Kellogg-American 








TBA 


acquisition of his company, Reading 
Batteries, Inc., by Auto-Lite. Moore 
and Valk will be responsible for the 
co-ordination of production, engineer- 
ing and sales of the divisions assigned 
to them. 

Robert J. Thompson is the new 
eastern regional service manager for 
Electric Auto-Lite, with headquarters 
in the Chrysler Bidg., in New York. 
After four years in the Air Force, 
Thompson joined Auto-Lite in 1948 
as a field supervisor, and later became 
district representative in Charlotte, 
N. C. 


Raymond  L. 
Gage is now TBA 
merchandisin g 
specialist for the 
California Oil 
Co., Perth Am- 
boy, N. J. He was 
formerly engaged 
in station devel- 
opment programs 
at several Calso 
district offices. 
Gage was at one 
time with Shell Oil Co., and grad- 
uated from a training course at the 
Shell training center in Rahway, N. J. 
= 
Donald F. Ry- 
der has been ap- 
pointed a group 
leader in market 
development in 
the industrial 
chemicals di vi- 
sion of Olin 
Mathieson Chem- 
ical Corp., Balti- 
more. He will 
specialize in the 
petroleum, ru b- 
ber and automotive industries. A 
chemical engineer, Ryder was pre- 
viously in the company’s organic 
chemicals department. He is member 
of the American Institute of Chemical 
Engineers and the American Chemical 
Society. 


e 

W. E. Auxier has been named zone 
manager for Willard Storage Battery. 
With headquarters in Louisville, he 
will cover northern Kentucky and 
southern Indiana. Auxier was at one 
time with the Bonded Oil Co., Hunt- 
ington, W. Va., and was in the Fire- 
stone sales department before joining 
Willard. 


6 
Elmer E. LaRue heads a newly 
formed chemical specialties sales and 
merchandising group for Commercial 
Solvents Corp. He will supervise the 
merchandising for fuel and cooling 
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system chemicals other than anti- 
freeze. Products involved are Quixol, 
Quakersol, Peak Nitro Fuel and 
Nor’way. 

a 

Carl B. Gibson is general manager 
of a newly created merchandising divi- 
sion for Mansfield Tire & Rubber Co. 
He has been with Mansfield for 27 
years, first as advertising and sales 
promotion manager and for the past 
10 years in a series of sales division 
posts. 

John C. Moore becomes general 
sales manager for the Mansfield, 
Century and Inland divisions. He has 
been with the Inland Rubber Corp., 
a wholly owned subsidiary, for the 
past 10 years, most recently as vice 
president and general sales manager. 

* 

Edward D. Par- 
trick, Jr., is the 
new manager of 
Goodyear’s serv- 
ice store at At- 
lanta, Ga. He 
succeeds H. B. 
Smith, who has 
been promoted to 
assistant manager 
of the Birming- 
ham, Ala. sales 

Partrick district. Partrick 
spent nine years in the Charlotte, 
N. C. district, starting in 1947 as a 
trainee, followed by a year as store 
manager at Spartanburg, S. C. 

° 

A. Q. Crumpton 
has been named 
zone manager in 
Oklahoma and 
Arkansas for Wil- 
lard Storage Bat- 
tery division. He 
will work out of 
the Dallas region- 
al sales office. 
Crumpton for- 
merly covered 
Mississippi and 

Louisiana for Willard, but has been 
with another battery company in a 
selling capacity for the past two years. 
He was at one time a service station 
operator in Montgomery, Ala. 


+ 
W. C. Roberts has been named sales 
manager for Prest-O-Lite batteries for 
the Electric Auto-Lite Co. A native 
of Buffalo, Roberts joined the Prest- 
O-Lite Battery Co. 23 years ago short- 
ly after it was acquired by Auto-Lite. 


o 
Jack S, Fuller has been named Wil- 
lard Storage Battery zone manager for 
Indiana with headquarters in Indianap- 
olis. Fuller was previously a parking 
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rugged... f{lexible.. 


everything you want 


Specially engineered for 
faultless gas pump service, Gates 
Hard-Wall Retractable Hose 
combines non-collapsible 
strength with extreme flexibil- 
ity. Reinforcement consists of 
strong cords interwoven with 
spiral steel wire. 

Expertly compounded cover 
and tube resist effects of gasoline, 
oils and weather. 

Gates Hard-Wall Retractable 
Hose fits all type pumps. The 
small, uniform outside diameter 
(only 3/16” wall gauge) makes 
it especially suitable for retract- 
able type pumps. Smooth cover 
further facilitates easy flexing. 

It will not kink, buckle, twist 
or balloon in cold weather. 

Approved by Underwriters’ 

boratories, Inc. Available 
in 4%” diameter in any speci- 
fied cut lengths up to 150 feet. 
Couplings are permanent or 
re-usable, as desired. 

Stocks quickly available 
everywhere through a nearby 
Distributor. Just consult the 
yellow page of your phone book. 


The Gates Rubber Co. 
Denver, Colorado 


TPA 205 
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lot operator, and at one time was a 
salesman for -Western and Southern 
Life Insurance Co., Griffin Manu- 
facturing Co., of New York and the 
Shirley Corp., of Indianapolis. 


w& 

Richard Whipple has been named 
sales manager of the automotive di- 
vision, R. M. Hollingshead Corp. He 
has been account manager in the 
special brands division and has filled 
a number of sales department posts 
since he came to Hollingshead in 
1948. Prior to that, he was associated 
for 10 years with the Bowes Sealfast 
Corp., Indianapolis, and was secretary 


of the firm at the time of his de- 
parture. 


e 

Champion Spark Plug Co, reports 
three retirements and six promotional 
transfers in its field force: 

Harry Smith, of Rocky River, Ohio, 
retires after 37 years as a Champion 
salesman. He has been northern Ohio 
representative since 1927. 

George Axt, of Roslindale, Mass., 
also retires after 37 years with Cham- 
pion as a salesman, all spent in the 
Boston area. 

H. J. Oenning is retiring after 
working three territories for Cham- 


TOKHEIM 








You can make big buyers out of small 
buyers with this improved, electric 
Tokheim Pump! Ideal for farms, 
small fleets ox factories— create big- 
ger volume deliveries, fewer stops. 
Quickly pays for itself in time and 
labor savings—and in new business! 
Built to Tokheim quality standards. 
Check the features below. Then, 
check with your Tokheim repre- 
sentative for full information! 


Many otéaniling Feotutid 


* High-vacuum rotary gear-type pump- 
ing unit * New horizontal register dial 
* Built-in by-pass valve. * Built-in check 
valve * Explosion-proof motor * Remov- 
able strainer screen * Rugged welded 
chassis * Approved by Un- 
derwriters’ Laboratories. 


PU ALITY 


“JOKHEIM 


MODEL 48 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 


SINCE 1901 


FORT WAYNE 1, INDIANA 





Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, Lid., 205 Yonge Street, Toronto, Ontario 








pion since 1920. He began in Chicago, 
moved to Colorado, and in 1928 took 
over southern Texas, working out of 
Houston. 

W. M. Mumma of Toledo, O., and 
L. H. Moats, of Euclid, O., now 
divide the northern Ohio territory. 

A. F. Hanley, former Maine repre- 
sentative, is now in charge of the 
Boston area. 

H. D. Davis, of Portland, Me., 
succeeds Hanley in Maine. 

R. E. Clark, of Houston, and E. S. 
Armstrong, Amarillo, have taken over 
southeastern and southwestern Texas, 
respectively, 


* 

Edward J. Wagner is the new di- 
rector of the Tire Retreading Institute. 
a division of the National Tire Deal- 
ers and Retreaders Assn. He succeeds 
William L. Carter, recently resigned. 
Wagner’s first job at the age of 15 
was as a retread shop buffer in Au- 
gusta, Me. He served in the Boston 
sales department of Firestone and, 
since 1954, he has been manager of 
the retail sales and merchandising de- 
partment of Armstrong Rubber Co., 
West Haven, Conn. 

a 

Ralph Hager 

has been named 

to the new posi- 

tion of manager 

of petroleum com- 

pany tires sales 

for B. F. Good- 

rich Canada, Ltd. 

His new respon- 

sibilities include 

all phases of sales 

and promotion 

activities with oil 

company associates of B. F. Good- 

rich. Since 1952 Hager has been man- 

ager of sales promotion, tire division. 

Headquarters will be at head office, 
Kitchener, Ontario. 


e 

Robert H. Crum has been promoted 
to manager of TBA and Specialty sales 
at Esso Standard Oil Co., New York. 
He succeeds E. K. Atkinson, who now 
heads a new Service Station Sales di- 
vision which will include the TBA and 
Specialities department as well as the 
merchandising and training depart- 
ments. Crum joined Esso as a service 
station helper in 1929, and served 
thirteen years in the New Jersey Sales 
division, in a number of posts, includ- 
ing general salesman and district sales 
supervisor. In 1942 he moved to New 
York where he directed successively 
the sales promotion, outdoor advertis- 
ing, and radio and television groups. 
Most recently he has been assistant 
TBA manager. ® 
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Sohio Goes After the Bandits 


IT’S TOO EASY to hold up a service 
station, marketers have long com- 
plained. Standard Oil Co. (Ohio) has 
set up the “Sohio Shield Plan” to see 
if something can be done about it. 

Under the plan, cash rewards rang- 
ing from $250 to $2,500 will be paid 
by Sohio to aid Ohio law enforcement 
authorities in the arrest and convic- 
tion of persons responsible for bur- 
glary or hold-up of any Sohio service 
station, bulk plant, or distributor’s 
office. 

Sohio will pay $250 for information 
leading to arrest and conviction in 
simple burglary cases. The reward 
will be $500 if the robber uses arms, 
violence or the threat of violence to 
Sohio dealers, distributors or em- 
ployes while engaged in their business 
activities. 

An additional $500 will be paid 
if the victim suffers physical injury, 
and an additional $1,500 if the hold-up 
victim is killed, bringing the total to 
$2,500. 

The rewards will be paid to any 
law enforcement agency, non-exempt 
Sohio employe, marketing personnel 
or ordinary citizen. Sohio properties 
protected under the plan will display 
a colored decal shield stating, “This 
property is protected by the Sohio 
shield.” 

(An API study group considering 
the question of station holdups recom- 
mended that a law enforcement con- 
sultant be retained to help define the 
problem and come up with possible 
courses of action besides the obvious 
one of giving rewards. Money was 
appropriated for this purpose last 
November, and the API division of 
marketing is now arranging for the ser- 
vices of such a consultant.) 


River Ice? Brrrr! 


The Mississippi river men may have 
thought their troubles were allayed 
when they got Supreme Court permis- 
sion to divert 7,000 cu. ft. per second 
of Lake Michigan water into the 
waterways so oil and other barges 
would have enough water to move. 

It did help the rain-starved river, 
but then winter came along and ice 
lowered the river level, posing a new 
threat to shipments. Heavy floating 
ice also became a menace to shipping 
operations, causing tows to proceed 
“very slowly and with difficulty,” ac- 
cording to L. C. O’Heim, operations 
chief of the U. S. Army Engineers at 


St. Louis. A Coast Guard icebreaker 
was necessary on Lake Peoria to keep 
movement up on the Illinois Water- 
ways System. 

After their unhappy fall and win- 
ter, the barge men may well wonder 
what spring has in store for them. 


Oil Heat Made Easy 


Oil-Heat Institute of Wisconsin has 
come up with a new way to tell the 
story of automatic oil heat. It’s a 14- 
page booklet that leans heavily on 
cartoon-type drawings to put across 
oil heat’s big points—convenience, 
comfort, dependability and safety. 

The booklet is being used to sell 
oil heat to builders, contractors, home- 
owners and prospective homeowners. 
In addition to the drawings, brief 
non-technical notes explain how various 
heating systems, all adaptable to oil 
heat, work. 

As for the sales pitch, builders are 
told that no other type of heat will 
give them so great a return on their 
investment; home buyers are advised 
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to look for the same things in their 
heating system they look for in their 
new home; and homeowners are told 
that regardless of the kind of heat they 
now use, switching to oil will update 
their heating systems. 


Out, Out, Brief Candle 


Is it news when a major oil company 
abandons a long-established sideline? 
Well, Standard Oil Co. (Indiana) has 
just done it. 

After more than 60 years, Standard 
has gone out of the candle business. 
No more candles for home and church; 
no more three-tenths of an ounce birth- 
day candles, no more 37-pound pin- 
nacles. 

Standard closed its candle factory 
at Whiting, Ind., last May, and has 
now sold its equipment and inventories 
to Candle-Lite Inc. of Cincinnati. 
Candle-Lite had been making candles 
to Standard specifications for several 
months. 

When Standard of Indiana opened 
its Whiting candle factory in 1893, it 
had oil-company competition, but the 
company reports that for years it had 
been the only oil company in the U. S. 
to make candles. Now it, too, has 
abandoned candles to candle men. @ 


Tarheels Get More Insurance 


NORTH CAROLINA Oil Jobbers 
Assn. has added a new insurance plan 
to its group insurance program, already 
one of the coun- 50 

try’s leading job- 

ber insurance sys- 

tems. 

The new plan 
provides for ma- 
jor medical ex- — 
penses of one | 
class of employes 
— owners, man- 
agers, partners 
and other top 
executives — and Sy Charles T. Dixon 
their dependents. Seuthemt Eater 
The basic plan provides life insurance 
(including accidental death), and 
weekly disability insurance for all em- 
ployes of participating firms, and 
hospital and surgical benefits for both 
employes and their dependents. 

The major medical plan pays 80% 
of medical expenses in excess of the 
benefits paid by the basic plan or $500, 
whichever is greater. 

‘Donald M. Ward, NCOJA secre- 
tary, reports that 210 firms covering 
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approximately 1,500 employes and 2,- 
000 dependents are participating in the 
basic insurance plan. This is about 
50% of eligible member firms and 
70% of eligible employes and depend- 
ents. Non-participants, says Ward, 
are mostly firms too small to afford the 
coverage or jobberships with their own 
group insurance plans. 

The major medical program covers 
about 325 employes and 500 depen- 
dents at present—about 90% of those 
eligible. 


Surplus Optimism 


Fears of price wars caused by rising 
gasoline stocks shouldn’t be given 
much headway, according to D. M. 
Hills, southeastern district chairman of 
the Oil Information Committee. He 
says increased stocks “do not neces- 
sarily indicate a surplus supply. In 
fact, the number of usable days’ supply 
of gasoline is less than at any time in 
the past. On that basis, we do not have 
excessive stocks on hand.” 

Another factor, Hills says, is that 

(Continued on page 152) 
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(Continued from page 151) 

“there are more pipe lines and termin- 
als in use than ever before. You have 
to keep them filled or they won’t oper- 
ate. Too many people look at the 
figures of increased supplies on hand 
and draw their conclusions too 
hastily.” 


Gas Comes to Florida 


One of America’s last major gas- 
free markets will disappear by the 
spring of 1958, say two natural gas 
marketers. Coastal Transmission Corp. 
and Houston Texas Gas & Oil Corp. 
received conditional authorization for 
their gas pipe lines from the Federal 
Power Commission recently; they say 
they'll have no difficulty meeting the 
FPC’s tariff and financing require- 
ments, and expect gas to start flowing a 
year from now. 

Principal customers will be two 
electric power companies now using 


The East 


Calso Leads on 


CALIFORNIA OIL CO. will soon be 
at full strength along the New York 
State Thruway, operating its fifth and 
sixth Thruway 

outlets on oppo- 

site sides of the 

road at Sloats- 

burg, near the 

New York-New 

Jersey border. 

None of the 
eight other mar- 
keters on the 427- 
mile toll road has 
that many sta- 
tions. 

The Texas Co., 
with five outlets on the toll roads. 

Calso, a Standard Oil Co. of Cali- 
fornia subsidiary which “invaded” the 
East about ten years ago, has three 
big reasons for setting up in strength 
on this important turnpike: 

e It’s after greater brand accept- 
ance, and Thruway stations are good 
advertisements. 

e It has few direct marketing oper- 
ations and only one company-operated 
station in its Maine-to-Virginia area, 
so it lacked training facilities that 
Thruway stations can provide. 

e It wants turnpike experience for 
the future. 

Calso thinks better service at the 
pump island is the best way to greater 
brand acceptance. The company be- 
lieves customers want to get in and 
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Bunker C oil. Houston Texas expects 
to supply 34 distributors and 17 indus- 
trial users; estimated cost of its facil- 
ities is $94,285,000. Coastal will sup- 
ply gas to Houston Texas. 

Florida oil men fought hard against 
FPC approval (which was granted only 
by a 3-2 vote). Harlan Snodgrass of 
Belcher Oil Co. of Miami, president 
of the Florida Economic Advisory 
Council, an oil distributors’ group, 
testified before the FPC. He said, “We 
have supplied the fuel that has 
powered Florida in its amazing 
growth,” and claimed that the intro- 
duction of natural gas would force up 
the price of fuel oil, “but at the same 
time, because of the meager quantities 
of gas available, the future growth of 
the state will be dependent on fuel oil.” 

With that battle lost, Florida fuel 
oil men will have a bigger one on 
their hands: meeting natural gas com- 
petition. 


N. Y. Thruway 


out of a station as fast as possible and 
still have all their needs looked after. 
It’s pushing its “Western-style” service 
—nine-point service by teams of two 
men to a car—to the limit at its com- 
pany-operated Thruway sites. 

To make sure that its independent 
outlets give the same kind of service, 
Calso needs trained field men. In the 
Thruway stations, along with on-the- 
job training, Calso personnel receive 
classroom instruction in putting the 
service program across. Top trainees 
will be selected for important market- 
ing posts. 

As the first company to operate on 
the Thruway from both temporary and 
permanent locations, Calso has let 
Thruway station designers profit by 
its experience. Its big contribution has 
been to get station drives widened. 

At its first permanent Thruway site, 
Calso found that cars leaving restau- 
rant parking lots to get back in the 
traffic lanes came too close to the sta- 
tion driveway because the exit wasn’t 
wide enough. That meant a station had 
to quit using one of its drives or see 
its customers’ progress slowed down. 

As a result, lanes at future restau- 
rant-station locations will be wider. 


Threats in Philadelphia 


There wasn’t much brotherly love 
in Philadelphia in January when Lo- 
cal 107, International Brotherhood of 
Teamsters, attempted to organize 


drivers of four common-carrier truck- 
ing companies. Three of the four are 
petroleum haulers. 

For-hire drivers were stopped by 
roving bands of pickets and threatened 
with violence if they didn’t leave their 
trucks at the refinery gates. At least 
four major oil companies—Sun, At- 
lantic, Sinclair and Gulf—had diffi- 
culty moving product from their re- 
fineries. 

Sun and the for-hire truckers sent 
their trucks out in convoys under po- 
lice protection for three days to keep 
up delivery schedules. One indepen- 
dent fuel oil dealer’s truck was struck 
by a bullet, losing several hundred gal- 
lons of heating oil, but police at first 
were not able to determine whether 
the bullet was fired by a picket. 

The threats and union roadblocks 
ceased when the for-hire carriers 
brought charges before the regional 
branch of the National Labor Rela- 
tions Board; they charged the union 
with restraining and coercing em- 
ployes and violation of the ban on 
secondary boycotts. 

The carriers say the union was not 
just trying to organize; drivers for one, 
Coastal Tank Lines, already belong to 
Local 107. The truckers charge that 
the union is trying to compel them to 
get rid of independent truckers and 
“leased operators” who rent or con- 
tract their vehicles to the haulers com- 
plete with their own services as drivers. 


School Days (Again) 


Commercial and industrial oil job- 
bers, installers, salesmen and engineers 
can learn the latest in their fields from 
April 15 to 17. Oil-Heat Institute’s an- 
nual commercial-industrial oil burner 
and equipment conference is set for 
Gould Student Center, New York Uni- 
versity, New York City, on those dates. 

Charles Pesterfield, OHI’s technical 
secretary, says the idea behind the ses- 
sions is to promote better understand- 
ing of oil as a commercial and indus- 
trial fuel—as well as to discuss equip- 
ment use and requirements. 

Morning sessions will cover such 
topics as viscosity and its effect on fuel 
selection, chemical additives for resids, 
steam generators, new burner develop- 
ments for firing heavy resids, air pollu- 
tion, and C-I conversion burner appli- 
cations. 

Afternoon meetings will go over 
items like preheating of heavy oils, in- 
cuding pumping and piping; figuring 
building and make-up air losses, and 
installation and service practices. 
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Does only one job... Does that job best? 


Guardian 


. NL for Service 


Station 
BUILDING 
Lighting 


Facade bathes your building—all of it—in a soft white light, from 
roof to grade, without shadows, without glare. 
It's unobtrusive in design, but spectacular in results! 


Oil men everywhere are ta/king about it. This is the book that 
te/is about It. Write for your free copy. 


) 
GUARDIAN ightcomrany 


500 NORTH BLVD OAK PARK, ILLINOIS 
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Troubles: S-11, Tight Money 


THE AVERAGE SOUTHWESTERN 
jobber has a lot of problems to keep 
him occupied nowadays. About some, 
he’s resigned. He ti 
seems to have felt 
beforehand _ that 
the crude price 
hike was coming, 
for example, and 
that not much 
could be done 
about it. 
Marketers __re- 
port that commer- 


cial account prac- 
tices still are BY Marvin Reld 


nothing to brag a 


about, either, but here, too, most 
seem to have given up hope that much 
can or will be done about it. Several 
say major suppliers continue to sell 
certain accounts “under the jobber 
price.” 

On the other hand, problems like 
S-11, the “anti-good-faith” bill, get the 
local jobbers more riled. If it passes, 
the jobber may as well get interested 
in some other line of business, the 
Southwesterners believe, because there 
won't be any place left for him in oil 
marketing. 

Southwesterners express more con- 
cern about S-11 now than they did last 
year, partly because groups like the 
Texas Oil Jobbers Assn. have concen- 
trated on informing them about the 
bill’s provisions. Houston private 


brander Hubert Herren, for instance, . 


sees the bill as “restricting the flexibil- 
ity of competitive pricing,” while 
Conoco jobber A. A. Adams of Dallas 
says he doesn’t see “how the jobber 
could continue operating if it passes.” 
On the local level, there are the 
usual troubles. In many cities in Texas 
and neighboring states, retail gasoline 
prices remain shaky. This makes some 
jobbers leery of tank wagon rises fol- 
lowing the crude price hike. A little 
push here and there, and areas like 
Ft. Worth, Dallas, Waco, Shreveport 
and. Houston will be right back in 
price-war situations again, they feel. 
They add that a lot depends on how 
much private branders are able to 
shade major tank wagon postings. 
Many Southwest marketers also ex- 
press concern over the tight money 
picture. They report higher interest 
rates and more trouble in securing 
loans for expansion programs. C. D. 
Brown, a Continental commission agent 
in Shreveport, says short-term rates 
there have risen to 7%, while long- 
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term loans are going at 5% and 6% 
interest. An East Texas jobber says he 
is getting long-term station leases from 
banks at 5%, “and the banks act like 
they are giving me the money.” 

The lone exception is Conoco job- 
ber Adams, who reports getting a 
short-term loan at 4%. 

This tight money situation makes 
it harder to get good dealers, too. 
Where a prospective dealer might once 
have been able to get a loan, it’s now 
almost impossible for him to do so, 
says consignee Brown. As a result, 
if the agents and jobbers get dealers, 
they end up having to finance many 
of them themselves. 

Several marketers say neither the 
number nor quality of dealer appli- 
cants is improving. Brown says, “With 
people becoming more price conscious 
as the result of price wars we have 
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had in Shreveport, the dealers have 
to work harder. Some aren’t willing 
to work as hard as they must to be 
successful, so they’re quitting. As a 
result, we have to go out and find 
more dealers. 

“The ‘Roosevelt children’ just don’t 
care to work as hard as a man needs 
to work to be a successful dealer,” says 
Brown, “and that is the group we are 
drawing our dealer material from.” 


Price Wars Ahead? 


Despite disclaimers in some quar- 
ters (see Southeast column), some 
Texas dealers are worried about the 
mounting gasoline stocks. There is a 
surplus, and it “could set off dis- 
astrous nationwide gasoline price wars 
by spring,” says Ben Ogden of Pampa, 
president of Texas Service Stations, 
Associated. He has joined forces with 
groups asking the President and Con- 
gress to send gasoline to Europe along 
with crude oil and distillates to keep 
the surplus down. ® 


New Brand in Four Corners 


INTRODUCTION of a new brand 
of gasoline in northern New Mexico 
by El Paso Natural Gas Products - 
Co. signals MCW  pepeenmmennnes 
competition for | we : 
established mar- 
keters in the 
Rockies. 

Called “El 
Paso,” the gaso- 
line is being sold 
at two new, 
streamlined _ sta- 
tions in Farming- 


ton, N. M. Other 
outlets are plan- 3Y Frank Pitman 


ned in the Four Rockies Etter 


Corners area of New Mexico, Colo- 
rado, Utah and Arizona. Both regular 
and premium grades are being mar- 
keted. 

Gasoline for the new outlets comes 
from the company’s recently modern- 
ized refinery at Prewitt, N.M., 45 
miles east of Gallup. The company 
owns and operates refineries at 
Bloomfield, N.M., and El Paso, and 
is building a fourth about 17 miles 
east of Gallup, to be completed this 
fall. 

El Paso Products also markets 
gasoline at some 125 retail outlets 
in New Mexico, Arizona and west 
Texas under the “Dixie” trade mark. 


It is a wholly-owned subsidiary of 
El Paso Natural Gas Co. 


Those Investigations 


Wyoming bids fair to follow in 
Montana’s footsteps (see NPN—Jan., 
pl04) with an_ investigation of 
gasoline prices. State senator Frank 
Mockler (Rep.) has offered a bill 
to create a six-men legislative com- 
mission to “gather information to 
determine why retail gasoline prices 
in Wyoming are so “high” and rec- 
ommend any necessary legislation. 

Mockler says federal investigations 
of gasoline prices “never seem to 
get to the root of our problem in 
Wyoming. Why do we have to pay 
more for gasoline at Sinclair, Chey- 
enne and Casper, all refining points, 
than is paid for gasoline produced 
at those plants when sold hundreds 
of miles away?” He’s asked for a 
$5,000 appropriation for the com- 
mission. 

Meanwhile, the Montana Trade 
Commission’s “preliminary report” on 
gasoline prices in the state has been 
criticized by some of the major 
companies cited for “price discrimina- 
tion.” Continental Oil Co., for in- 
stance, says the report contains 
“errors, misstatements, misleading in- 
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Regions 


oe a 
formation and false innuendoes.” ave : in p : i 
James W. Ross, assistant general 


sales manager of Standard Oil Co. 
(Indiana), claims that testimony pre- 


a m 
sented at the hearings in Helena 
last May was either misinterpreted j 
or ignored. aes 
- tee: ae , a s 


The majors’ charges evidently hold 
water even in the eyes of Montanans; —_ 
state attorney general Forrest Ander- i 2 ae } = . ae 
son told the legislature last month that fa 7 : A oe 
“no court in Montana would entertain ei +f ai ; : 
an action based on” the Trade Com- ; 
mission’s complaint. 

Montana isn’t letting things go, 
however. Paul T. Smith, chairman 
of the state Railroad and Public 
Service Commission, has asked the 
legislature to “pass laws and ap- 
propriate funds to permit the com- 
mission to investigate the prices of 
gasoline and fuel oil” in Montana. 
One investigation isn’t enough, it 
seems. 

Even the Denver city council 
toyed with the idea following a rise 
in pump prices there after an 18- 
month-long price war. One member 
claimed that “everyone” protested a 
proposed municipal auto tax, but 


“nobody raises a hue and cry when a 

the oil industry increases prices.” 

The council, however, refused his 

plea to have it petition Congress & 


for a nationwide investigation of : 
gasoline prices. With Ingersoll-Rand Motorpumps supplying dependable 


Of course, Congress has gotten power for liquid handling, your trucks keep moving, your 
the idea itself now. bd ‘ : : : 
customers are happier and you’re reducing costs! 


Compact I-R Motorpumps are designed for heavy duty with 
the extra power and efficiency that give plus service with a 
minimum of maintenance. 


CO ING IN @ sizes from % to 75 hp 
M --- + eatalo’ °° \ ® capacities from 5 to 2800 gpm 


® easy mounting in any position 


e . 
1 
M ID-MA Y ibing oo it . ; ® straight centrifugal or self priming 
” your ‘ models 
° Ra 


1957 | Ingersoll-Rand 


FACTBOOK 


SENT FREE 
TO ALL 


NPN 
SUBSCRIBERS 




















March, 1957 + NATIONAL PETROLEUM NEWS 





Remote Pumping: Why 


e Marketers like remote because first cost 
at big stations is lower, delivery rates 
are better, maintenance is cheaper 


@ Remote units now account for 25% of all 
new pump installations. A few companies 
have switched over on a large scale .. . 


“WE’RE MOVING toward general 
use of remote pumping where it can 
be installed for the same or a little 
more than conventional pumping.” 
That’s a typical comment by one ma- 
jor-company operations man. 

That “little more” can run as much 
as $50 per dispenser, he_adds. That’s 
more of an extra than some are willing 
to pay, though there’s no sharp divid- 
ing line. 

The fact remains that the majors— 
especially in the West and Southwest, 
where vapor lock problems are great- 
est—are swinging hard toward remote 
pumping. Some samples: 

e In the West, companies like 
Union and Tidewater are around 
100% for remote installations in new 
construction. 

e In the Southwest, Conoco’s near 
the 95% mark for new stations. 
Humble and D-X Sunray are lower— 
30% —but even that adds up to a lot 
of pumps. 

Why the trend? Humble and several 
others buy remote pumps primarily to 
cure vapor lock. But many companies 
follow D-X Sunray’s reasoning: that 
remote units pay off mainly because 
installation at bigger stations is cheaper 
(see table), rate of delivery is better, 
and maintenance costs are lower. In 
five years of experience, D-X has 
found maintenance practically nil on 
its remote units. 


When Does It Pay? 


Six pumps seems to be about the 
minimum size station that will show 
a first cost saving for the remote sys- 
tem. It’s never true in all cases, though, 
because installation costs show wide 
swings from one area to another. 

Conoco, for example, has worked its 
breaking point down to four pedestals. 
But some operating mén say an eight- 
pump station is more often the break- 
even point. Still others use remotes 
only for larger stations in the multi- 
pump class. 


An example of the latter is an 18- 
pump remodeling job in St. Louis, us- 
ing four remote units, two for each 
grade of gasoline. 

Reasons for differing installation 
costs are suspected, but not fully 
proved. There’s a feeling that contrac- 
tors with little experience with remote 
systems put up the price as a hedge 
against unseen complications. 

Typical figures gathered by one com- 
pany bear this out. In a locality where 
many remote jobs have been put in, 
installation cost runs much less than in 
areas where the remote system is just 
being introduced. Savings run as high 
as $1,000 to $1,500 on comparable 
jobs. 

So there’s reason to look for much 
lower installation costs in the future. 
Pump costs, too, may be less. Within 
the past year several manufacturers 
brought cut new submersible models, 
sometimes known as the extractor type 
(illustrated at left). These are in the 
lower price range. In time they may 
design models that cost even less. 

And if demand goes on rising, re- 
mote output will take up a larger share 
of factory production. That alone holds 
promise of lower costs. 


How Much for Upkeep? 


While some operating men don’t 
agree, the majority believe remote sys- 
tems will cost less to maintain. Al- 
though some models are heavy and 
need a service truck with a crane to 
pull them out, that’s no great problem, 
in their view. 

“I don’t see any special difficulty in 
taking a remote unit out of a tank and 
replacing it with a standby pump,” says 
one man. “They're heavier, but for 
that reason alone they are sturdier and 
less likely to give trouble.” Others point 
out that the remote pump is mounted 
where there’s less vibration, and it’s 
well protected from dirt and conden- 
sation. 

And remote dispensing units, having 
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Its on the 


no pumps, are naturally cheaper to 
replace, by some $70 or $80. So for 
all reasons combined, many oil com- 
panies see advantages in remote pump- 
ing, either now or over the life of 
the station. 

An operating man sums it up: “We 
save on the first cost, on replacement, 
and, we believe, on maintenance. And 
it’s insurance against vapor lock prob- 
lems.” 


The Problems It Solves 


Remotes got their start by licking the 
vapor lock problem. In some of the 
very hot states, marketers estimate 
80% of the stations now have remote 
systems. 

Volatility Hex — One company, 
Phillips Petroleum, puts remote pumps 
in new stations in all areas. Phillips 
engineers think gasoline vapor pressure 
will go up again. 

The trend to more volatile gasoline 
has currently leveled off. It averages 
around 9 Ibs. Reid vapor pressure in 
the summer and rises to a 15-lb. aver- 
age in winter, according to Phillips 
field tests. 

At those pressures, and in cooler 
areas, conventional pumps now seem 
to get by all right, most marketers say. 
They don’t look for any further rise in 
vapor pressure, and for that reason 
decide the pump question largely on 
cost. 

Phillips thinks it’s only a question of 
time until engine changes will call for 
still more volatile fuel. Another mar- 
keter with similar views is Continental 
Oil. Conoco also puts remotes in new 
stations even in cooler areas. They 
want to be all set for any kind of fuel 
they have to handle. 

Designer’s Friend—Many users like 
remote because it provides advantages 
in station layout. With remote, you can 
place tanks away from the driveways 
and add islands without having to buy 
additional pumps. 

This also gets around the nuisance 
of uneven grade on the driveways, 
which usually settle where tanks are 
buried. And it solves the problem of 
tank trucks blocking the drive when 
they pull in to dump a load. 


The Service Question 


To a minority group, maintenance 
on remote pumps looks like a prob- 
lem. One company installed a few, and 
then took them out, except in stations 
with extremely long lifts. 

(Continued on page 158) 


Increase Now 


Comparative costs for three different layouts 


1 One island, two pumps 
Couventicnal pumping 


Equipment 2 curb pumps 
@ $503 


Pipe, fittings, and 
installation 


vation 30 
Electrical 

installation 284 
TOTAL COST $1,861 


2 two islands, two pumps per island 
Conventional pumping 


Equipment 4 curb pumps 
@ $503 $2,012 


installation “904 


vation 48 
Electrical 
installation $22 


Sen aen 


TOTAL COST $3,469 


3 Three islands, two pumps per island 
Conventional pumping 


Equipment ~ 6 curb pumps 
@ $503 $3,018 


4 dispensers 
@ $432 

2 submersible 

pumps @ $310 620 
$2,348 


6 dispensers 
oa 


Remote pumping 


$1,728 


505 


39 
30 


Remote pumping 


$2,592 


submersible 
pumps @ $310 620 


$3,018 
1,213 
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$3,212 
737 


48 
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(Continued from page 157) 

“When a remote unit fails,” says 
this company’s operations manager, “it 
knocks out all the dispensers at once. 
You're out of business on that product 
until you get the pump back in service. 

“That means an emergency job. You 
can’t repair these pumps at the station. 
You have to put in a standby unit.” 

He points out that very few service 
mechanics are familiar with remote 
equipment. That makes repairs slow 
and costly. And he doesn’t think man- 
ufacturers have adequate service in the 
field. 

Along with some others, he doesn’t 
like the loss of flexibility in switching 
pumps from station to station when 
part are remote and part conventional. 

It amounts to this: opponents of the 
remote system are marking time. They 
want to see more convincing reasons 
before they switch. 

They wonder if the growing popu- 
larity of remote pumps has reached its 
peak. They see a possibility of the re- 
mote system being restricted to a few 
hot areas and stations with extra long 
lifts. 

On the other hand, even if vapor 
pressures do go up in the future, the 


opposition thinks it can afford to wait 
until experience and wider use iron out 
the maintenance and installation prob- 
lems. 


What's the Outlook? 


Meanwhile, a move is under way to 
get approval of remotes in communi- 
ties where their legality is doubtful. 
A special committee of the National 
Fire Protection Assn. recently drafted 


What's New in 


changes in the NFPA model ordinance 
30-L to make remotes legal. 

If the suggested safeguards of master 
switch, visible signal, and pressure- 
testing of lines are accepted, they'll 
be written into 30-L in the near future. 

The oil industry will then be able to 
suggest adoption of the model ordi- 
nance wherever the need arises. To 
that extent the industry is getting set 
for use of remotes in a big way. La 
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Oil test kit 


. is designed to fit in with any 
engine preventive maintenance pro- 
gram adopted by operators of truck 
fleets, buses, marine engines or power 
plants. Permits non-technical person- 
nel to make quick determinations of 
the amount of harmful contaminants 
in used engine oil. There are no cal- 
culations to make and no tables to 
read. Lengor, 310 Sumner Rd., An- 
napolis, Mad. 


Circle No. 1 on coupon, page 162 


Combustion instruments 


. . are Claimed to give better auto- 
matic draft control for domestic and 
industrial oil burners. Draft Program 
Control, in conjunction with Modu- 
lating Damper Actuator, is said to 
maintain correct draft for all firing 
conditions and to assure safe starting 
by opening uptake damper prior to 
burner ignition. Control also simplifies 
installation by providing manual 
switches, convenient terminal facilities 


(Continued on page 161) 





THIS 
SYMBOL 


iS YOu quanantee 


e Dependable Service 


e Higher Quality 


e Precise Fabrication 
e Reasonable Cost 


ving THE OIL INDUSTRY SINCE 1923 


BIRMINGHAM 7a@#h- COMPANY 


DIVISION OF 


THE INGALLS 


IRON WORKS COMPANY 


Telephone 4-330] 
ALABAMA 


P.O BOX 1490 . 
BIRMINGHAM 
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All NEW 
Bennett built 


RAM 


Submerged pumps 


WITH EXTRACTABLE HEADS 




















a 











‘ 


7 


: ‘ ' 
RAM matched-flow system {i i} Tey 
CWS 











RAM remote pumps with extractable 
heads and dispensers teamed together, 
give you top MATCHED-FLOW performance 








Bennett RAM Pumps and Dispensers fully 
complement each other for inter-related 
harmonious operation resulting in “fric- 
tion-free” performance and long-time de-" 
pendable low maintenance service. Bennett 
RAM Submersible Pumps, in 14, % and 34 H.P. efficiently 
serve any station — large or small, new or remodeled — 
and installation and maintenance costs are cut to a min- oan 
imum with Bennett’s new extractable head design. In REMOTE AUTOMAT apy 
fact, one man, by loosening four bolts can lift out the SUBMERGED SYSTEM 
entire unit. Bennett Dispensers, with the exclusive All- 
Metal Meter give maximum output at the nozzle where 
it counts — saving time — speeding service. 








Gashoy umes & 


For every size consumer- 
commercial account. 
TOWE & TOWE 
988 Princess Avenue 
London, Canada 


IOWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


E. (4th iY t A 2-1975 
Memver National Olt Equipment Seber" Assosiation 





MISSOURI 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY &, MO. 
Baltimore 1-3568 
Member National Ol! Equipment Jobber Association 








NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


@ OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye — Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite uiek Couplings, Pipe Prritings 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 
i 
NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 
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and relays within a single compact 
unit. 

Companion instruments for more 
accurate control of fuel supply and de- 
tection of wasteful firing conditions 
are Flue Gas Temperature Indicator, 
Draft Gage and Steam Pressure Con- 
troller/Indicator. General Controls 
Co. 801 Allen Ave., Glendale 1, Calif. 


Circle No. 2 on coupon, page 162 


Grease gun filler 


. . « fits the new 120-Ib. drum as well 
as 100-lb. drums. Dispenser is de- 
signed to be used with any standard 
grease gun, even guns without a filler 
plug. Equipped with follower plate for 
heavier greases. Said to be completely 
leakproof and to keep grease clean 
and free from contamination. Avail- 
able with bung screws for 1%” to 
2” bung openings. K-P Manufacturing 
Co., Minneapolis, Minn. 
Circle No. 3 on coupon, page 162 


Portable charger 


. for batteries has been developed 
in a new, lightweight model by in- 
corporating, for the first time, a 
silicon rectifier. Manufacturer offers 
an unconditional three-year guarantee. 
Franklin Manufacturing Co., Minne- 
apolis, Minn. 

Circle No. 4 on coupon, page 162 


Petroleum price cards 


. formerly covering quantity times 
price-per-gal. extensions in the com- 
mon range of fuel oil deliveries have 
been expanded to cover deliveries in 


March, 1957 + NATIONAL PETROLEUM NEWS 


OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson —— 
Westinghouse, 62.5, Cae 


Huffman, 
Air. Oi) Nydralle. and. Gas 


Hose and Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies sage 22, Pa. 


Rutled Service Station fiche 
: Ges Equipment—Buckeye Vee © 


ings 
Granco Pumps & Meters—Air 
Compressors 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 





WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Vo. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 
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even thousands up to 9,000 gal. In 
combination with the single gallon 
extensions for all -quantities below 
1,000 gal., tank truck drivers now 
have pre-calculated extensions for 
gasoline deliveries to service stations, 
as well as for domestic and commercial 
fuel oil deliveries. Degree Day Sys- 
tems, Woodside 77, N. Y. 
Circle No. 5 on coupon 


Gage illuminator 


. is said to light entire gage glass 
length without glare so liquid level 
can be seen clearly under all condi- 
tions. Light from a single bulb is 
reflected from the angular surface of 
a plastic wedge and evenly diffused 
through transparent gage _ glass. 
Mounted with space between wedge 
and glass for easy cleaning. Space also 
permits air cooling for use on high 
temperature gages. Operating cost is 
said to be so low that savings quickly 
pay for the illuminator. Built in 
accordance with UL standard for 
electric lighting fixtures for use in 
hazardous locations for Class I, Group 
D service. Jerguson Gage & Valve Co., 
80 Adams St., Burlington, Mass. 


Circle No. 6 on coupon 


Radio paging system 


. . . reaches tank truck drivers, service 
men and company Officials within 40- 
mile radius of New York, and 19 
other large cities. No investment re- 
quired in broadcasting or vehicle 
equipment. Small portable receiver 
picks up call number from one-way 
central station. Rental rate, $12 per 
month per receiver. Aircall New York 
Corp., 224 E. 38th St., New York 
16, N.Y. 


Circle No. 7 on coupon 


Rainbow flasher 


. .. can be mounted on gasoline pump 
tops in place of conventional globes. 
Flashes clear blue, green and amber in 
rapid succession over full 360 deg. 
Operates on 52-watt bulb with con- 
tinuous-duty motor said to work reli- 
ably at temperatures from 45 deg. 
below zero to 125 deg. above. Bill 
Waldeck Co., 506 S. Wabash Ave., 
Chicago 5, Ill. 


Circle No. 8 on coupon 


Gold coating 


. . . for trademark identity is being 
used by Black, Sivalls, & Bryson, Inc., 
Kansas City, on domes over meter 
valves and filling tubes of propane 
tanks. Coating is based upon _half- 
second butyrate, said to maintain 
color, brightness and gloss under 
severe outdoor conditions. Expected 
minimum field life is three to five 
years. Eastman Chemical Products, 
Inc., 260 Madison Ave., New York 
16, N.Y. 


Circle No. 9 on coupon 
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Multi-fuel heaters 


. originally designed for hard-to- 
heat, high-ceiling, open-area mill and 
factory buildings in northern regions, 
have been developed for use in all 
types of warehouses, garages, hangars, 
and similar industrial and commercial 
buildings. 

Heart of the new heater is an in- 
duced draft “Pyro-Jet” burner suited 
for gas, light oil, heavy oil, or combi- 
nation gas/light oil firing. Instant 
changeover can be effected manually 
or thermostatically. No. 5 oil, when 
used, is fed through a dual preheating 
system. Dravo Corp., Neville Island, 
Pittsburgh 25, Pa. 


Circle No. 10 on coupon 


Quick-joint coupling 


. .. recently UL approved for hazard- 


ous liquids, is said to withstand 
pressures up to 2,000 psi. Installed 
by slipping over unthreaded pipe ends 
and tightening with an ordinary pipe 
wrench. Rubber mounted fit-up ab- 
sorbs vibration and compensates for 
expansion and contraction. Leaks may 
be repaired by cutting pipe at leak and 
installing “Quick-Joint”. Guardian 
Products Corp., Dept. 7, 1215 E. 
Second St., Michigan City, Ind. 


Circle No. 11 on coupon 


Push-button charger 


. . . has been added to the Willard 
line of 6-12-volt fast chargers. De- 
signed as type MC-10-B, the new 
charger is equipped with jumbo-size 
wheels and is housed in a new stronger 
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case. Color-keyed push buttons control 
charging rates up to 100 amp on 6- 
volt, and up to 50 amps on 12-volt 
batteries. There are separate selector 
buttons for low, medium and high 
positions on both 6-volt and 12-volt 
systems. Accurate electric time con- 
trol determines amount of charge. 
Willard Storage Battery division, 
Electric Storage Battery Co., 246 E. 
131st St., Cleveland 1, Ohio. 


Circle No. 12 on coupon 


Semi-portable lift 


. . can be relocated at any time, 
since it requires no installation. Design 
innovations said to assure complete 
safety under all lifting operations 
within its range. Specially designed 
pump powers the hydraulic lift com- 
pletely without air. Lowers to total 
height of 496”. Frame adapters sup- 
plied with each lift. Autoguip Corp., 
1140 S. Washtenaw Ave., Chicago 12, 
iil. 


Circle No. 13 on coupon 


Tire changer kit 


. . » permits modernization of all old- 
style Bishman tire changers, adapting 
them for use on 14” wheels. Kit in- 
cludes new chuck jaws that hold 14” 
wheels more solidly, especially Ford, 
Chevrolet and Mercury wheels that 
must be worked on with the valve 
side down. New jaws engage on the 


rim above the bead flange where a 
solid grip can be obtained. Manu- 
facturer also claims the new chuck 
will also hold rims without centers, 
now used on some farm implements 
and seen as a possibility on future 
passenger cars. 

Kit also includes patented lower 
bead breaker that starts pressure on 
the bead at one point and rolls it off 
instead of pushing it off. This action 
is Claimed to eliminate bead damage, 


Equipment 


especially on tighter fitting 14” tires. 
Bishman Manufacturing Co., Osseo, 
Minn. 


Circle No. 14 on coupon 


Aluminum hand trucks 


. and dock boards are claimed to 
be easier to clean, free from sparking 
and splintering, lightweight and cor- 
rosion-resistant. Hand trucks have 
rounded corners and adjustable wheel- 


You Can Sell Truck Tires 
At a Profit 
IF YOU HAVE ALL THESE: 





You Must have « 


1 Top Quality Tire. 


It must be Completely Guaranteed . 
And Fully Backed by Seller and. Maker, 


The price must be Competitive. 


You must have Effective Sales Assistance. 
Nobody Must Undersell your brand... 


Least of all the Manufacturer. 


You must make a Normal Profit; 


You must like and Trust Your 


Supplier ... 


And be Happy and Enthusiastic about 


the Program. 





COMPARE OUR PROGRAM—INCREASE YOUR SALES 


We Have The Best 


McCREARY 


Tire & Rubber Co. 


INDIANA, PENNSYLVANIA 
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base. Dock boards have safety tread 
plates, rounded extruded curbings with 
hand grips and beveled edges. Voltz 
Brothers, Inc., 2520 Indiana Ave., 
Chicago 16, Iil. 


Circle No. 15 on coupon, page 162 


New farm pump 


. . . has permanently lubricated, ex- 
plosion-proof %-hp motor; direct- 
drive, 12-gpm positive displacement 
rotary pump; wobble disc-type meter 
with wheel-type register. Enameled 
housing is bolted to cast aluminum 
base. Size 1042” x 16” x 442”. Ossian 
Engineering Co., Inc., Ossian, Ind. 


Circle No. 16 on coupon, page 162 


Quick detachable crane 

. .. for towing trucks can be anchored 
to a tractor fifth wheel with one 
adjustment. Built-in, self-hoisting de- 
vice requires only an overhead beam. 
Has 10,000-lb. capacity, plus safety 








AT LOW COST 





factor. Hand-operated winch has 
mechanical advantage of 192:1, said 
to be adequate for lifting heaviest 
tractors. Weighs 450 lbs. H. S. Watson 
Co., 1316 67th St., Emeryville 8, Cal. 


Circle No. 17 on coupon, page 162 


Jumbo ash tray 


... Canister, known as the Sipco Dunk- 
ing Station, is made of heavy cast 
aluminum with an integral sign urging 
good housekeeping as a way to prevent 
fires. Available for wall mounting or 
with weighted-base floor standard. 
Standard Industrial Products Co., 
Dept. NP, 920 N. Garfield Ave., 
Peoria, Iil. 


Circle No. 18 on coupon, page 162 


Blue Heat 


. is heating oil additive by which 
distributors can offer premium-grade 
product to their accounts. Manufac- 
turer claims use of additive means 
better, cleaner, more efficient heat and 
fewer service calls at a saving to con- 
sumer because it eliminates (1) clogged 
nozzles and strainers, (2) soot build- 
up, (3) poor ignition and combustion 
caused by condensation. Additive has 
rust inhibitor and odor inhibitor. 
Parker-Hill Chemical Corp., 29 Bertel 
Ave., Mt. Vernon, N.Y. 


Morrison Line Strainers and Swing Joints 
Are Built for Important Protection 


A valueble pump is wrecked. A fine costly meter is 
utterly ruined. It happened because foreign substance 
wos pumped through the lines into the highly important 
mechanisms. 

Losses are increasing steadily due to leaky, inefficient 
swing joints. 

These Morri line strainers and swing joints, inex- 
pensive though they are, will prevent many breakdowns 
ond loss of time and products. 


Please write for full information, 


Circle No. 19 on coupon, page 162 


Literature .. . 








Valve selection guide 


. contains data on valves, boiler 
mountings and lubricating devices. 
Newly revised edition contains sections 
on LQ600 bronze globe valves with 
Brinalloy seats and discs; Luncor PVC 
all-molded valves, resistant to in- 
dustrial chemicals; and Lunkenheimer 
solder end valves. Circular No. 555, 
Valves (A.1.A. File No. 34). Lunken- 
heimer Co., Cincinnati 14, Ohio. 


Circle No. 20 on coupon, page 162 
Truck safety manual 


. . . based on two years research in 
trucking industry covers safe practice 
for operators, drivers and mechanics. 
The manual emphasizes the impor- 
tance of safety maintenance and 
features a series of bulletins to be 
issued at regular intervals calling atten- 
tion to various safety developments. 
Service Safety division, White Motor 
Co., Cleveland 1, Ohio. 


Circle No. 21 on coupon, page 162 














MORRISON BROS. COM PANY 
O1L EQUIPMENT HEADQUARTERS 
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Small air compressors 


. . . for automotive and other uses 
are described in a new bulletin. Both 
one- and two-stage compressors are 
offered, with working pressures rang- 
ing from 85 to 175 psi. Models shown 
include bare compressors as well as 
combination-mountings for horizontal 
and vertical tanks. Two handy charts 
are shown, one for figuring compressor 
needs and another showing estimated 
free air consumption for 30 common 
jobs. Bulletin AC-15 available on re- 
quest from Gardner-Denver Co., 
Quincy, Il. 

Circle No. 22 on coupon, page 162 


Hydramatic manual 


. is a 272-page picture story of 
operation, diagnosis, service and re- 
pairs of all standard hydramatic trans- 
missions from 1946 through 1956. In- 
cludes average flat rate times and tool 
and parts list. Useful as reference 
guide, for vocational training, or for 
self-training. Price $4.50. The Paul- 
Marsh Co., 520 W. Fort St., Detroit 
26, Mich. 

Circle No. 23 on coupon, page 162 


Conveyer bulletin 


. . - Covers gravity and power roller 
conveyers for speedier handling of 
unit materials in warehouses, trailer 
trucks, box cars and on shipping plat- 
forms, as well as in some plant opera- 
tions. Bulletin No. 64, Standard Con- 
veyer Co., N. St. Paul 9, Minn. 


Circle No. 24 on coupon, page 162 
Cost record book 


. . « for truck operators provides a 
comprehensive yet simple system of 
analyzing truck costs, and can be 
tailored to any business using trucks. 
This is the 35th edition of the White- 
Autocar Cost Record Book. White 
Motor Co., Cleveland 1, Ohio. 


Circle No. 25 on coupon, page 162 
Shelving brochure 


. . . describes pre-fabricated, free- 
standing display wall sections for 
service station use. Gives dimensions, 
construction details and assembly 
methods. A. D. Butler Fixture Co., 
P. O. Box 123, Frankfort, Ky. 


Circle No. 26 on coupon, page 162 


Combustion instruments 


. .. are described in a catalog cover- 
ing everything required for a com- 
plete combustion installation, includ- 
ing automatic draft control instru- 
ments and actuators; solenoid, dia- 
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phragm and motor-operated valves; 
time switches, relays and oil burner 
primary controls. General Controls 
Co., 801 Allen Ave., Glendale 1, Cal. 


Circle No. 27 on coupon, page 162 


Gage data unit 


. . » No. 291 Supplement, illustrates 
and describes inclined remote reading 
gages. Gage scales are inclined up or 
down for easy reading in applications 
where gages must be mounted high or 


Equipment 


low on instrument panels. Jerguson 
Gage & Valve Co., 80 Adams St., 
Burlington, Mass. 

Circle No. 28 on coupon, page 162 


Personnel... 





Philip J. Olmstead has been made 
chief engineer of Goulds Pumps, Inc., 
Seneca Falls, N. Y. He has been 
associated with Goulds since 1935, the 











TOKHEIM 
HAND 





“ 688-M == 


high-vacuum 
PUMPS 





Create a whole new check 


list of & features for 


| 


hand pump buyer 


Die-cast aluminum alloy housing— 
corrosion-resistant inside and out 


” Automatic shut-off nozzle 


as standard 


” Detachable, self-venting 


bung adapter 
Flexible, synthetic rubber suction hose 


Built-in strainer screen 


la Non-drip spout on container 


filler model 


| 4 Double-action pumping— 
20 gals. per 100 strokes 


| 4 Flexible, synthetic diaphragm 


| 4 Self-priming—no foot valve 


This 688-M series has more and better 


features than many pumps selling at a 


higher price. Same stainless steel valves, 


Model 688-M7 
with discharge 
hose. Container 
Filler Model 
688-M15 has 
non-drip spout. 


rugged h 


ousing, as the standard 688 pumps, plus 


flexible suction hose and discharge components 
outlined above. Faster, easier installation—minimum 
maintenance. An outstanding value for you— 
or your customers. See your Tokheim representative 


or write the factory about new 688-M! 


JOKHEIM 


DESIG 


1650 Wabash Ave. ' 


General Products Division 


TOKHEIM CORPORATION 


NERS AND BUILDERS OF SUPERIOR EQUIPMENT 
SINCE 1901 Fort: Wayne 1, Ind. 





Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont. 
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past five years as assistant chief 
engineer. He is a member of the Cen- 
trifugal Pump Technical Committee 
of the Hydraulic Institute. 


2 
V. W. Wells has been elected vice 
president and sales manager of the 
Electric Hose & Rubber Co., Wilming- 
ton, Del., succeeding Edwin P. Rutan, 
who died. For the past 20 years, Wells 
has been vice president and manager 
of the Midwestern division, with head- 

quarters in Chicago. 


Russell A. Gasal has been elected 
vice president of Delta Tank Manu- 
facturing Co., Inc., Baton Rouge, La. 
Since March, 1955, he has served as 
general manager of Delta’s midwestern 
tank fabricating plant in Beardstown, 
Ill., and will continue to direct opera- 
tions there. He was at one time with 
Butler Manufacturing Co., and Skelly 
Oil Co., both of Kansas City, Mo. 


we 
John E. Wilson is the new represen- 
tative for Aro Equipment Corp. in 








Let us solve your pumping problems 


When you have a “liquid materials handling” problem, 
you want to be sure of selecting the best pumping equip- 
ment available for your installation. 


The Blackmer organization is ready to review your ap- 
plications and make rotary pump recommendations that 
may save you a great deal of unnecessary expense and 


headaches. 


Blackmer offers the “know how” of over 50 years of 
experience in the design, manufacture and application 
of rotary pumping equipment. Why not add this speci- 
alized experience to your own, for the best answer to 
your liquid materials handling problem. 


ey 


a} | 





INDUSTRIAL, HAND AND TRUCK PUMPS, "STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS 
See Yellow pages for your local sales representative 
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northern Illinois, excluding Cook 
County. He was previously oil equip- 
ment department manager for A. Y. 
McDonald. He was at one time with 
The Texas Co., at Rock Island, Iil., 
and also sold oil equipment for Carl 
W. Horner of Quincy, Ill. 
s 

Dr. Stuart F. 
Faunce is the new 
director of prod- 
uct development 
for the John 
Wood Co. He will 
be responsible for 
development of 
new products and 
for major changes 
in existing prod- 
ucts produced by 
all of the com- Dr. Faunce 
pany’s operating divisions in the 
United States and Canada. During the 
past two years he has been a research 
engineer for Armour Research Foun- 
dation in Chicago and was formerly a 
member of the faculty at the School 
of Petroleum Engineering, University 
of Oklahoma. 


Walter C. Chaffee has been named 
director of engineering and Lester B. 
Harrington, chief engineer for the 
Bennett Pump division, of John Wood 
Co. Both will be located at Bennett 
headquarters in Muskegon. Chaffee 
was formerly manager of the engineer- 
ing department of the Keller Tool Co. 
division, Gardner Denver Co., Grand 
Haven, Mich. He was at one time 
head of his own engineering consulting 
firm in East Aurora, N.Y. Harrington 
joined Bennett as assistant to the 
general manager in 1952, handling 
coordination assignments between en- 
gineering, sales and manufacturing. He 
was formerly a consultant for a group 
of industrial firms anc prior to that 
was chief engineer for the Autopulse 
Corp., of Detroit and Ludington, 
Mich. 


* 
Leo F. Raymond, Jr., has been 
added to the Aro Equipment Corp. 
staff at the Chicago sales office. He 


NATIONAL PETROLEUM NEWS + March, 1957 





will sell lubricating equipment in Cook 
County, Ill, and Lake County, Ind. 
He was formerly a dealer training 
representative for The Texas Co., in 
the state of Missouri, and before that 
was a Texaco merchandising salesman. 


e 
Louis S. Clarke, 
founder of the 
Autocar Co., 
(now a subsidiary 
of White Motor 
Co.) died Jan. 6, 
at the age of 90, 
at his home in 
West Palm Beach, 
Fla. He is credited 
with developing 
the first American 
spark plug, the 
direct-drive motor car, double reduc- 
tion gear, and circulating oil system. 
Two early model automobiles designed 
by him are on display at Smithsonian 
Institution. 
° 


Bruce A. Dean 
has been elected 
vice president of 
The Wayne Pump 
Co., Salisbury, 
Md. He was for- 
merly assistant to 
the president, 
William H. Bate- 
man, III. Before 
joining Wayne, he 
was Vice president 
in charge of sales, 

Chase Brass and Copper Co., and 
previously was general sales manager 
for the Mengel Co., Louisville, Ky. 

* 


Orville Cochran has been promoted 
to district sales manager for the 
meter and valve division, of Rockwell 
Manufacturing Co., at Denver, Colo., 
and the Denver branch office has been 
expanded into a full district office. 
Cochran served as sales engineer for 
Rockwell in the Rocky Mountain 
territory for more than 25 years be- 
fore he was named as branch office 
manager at Denver in 1955. 

e 


Maurice J. Healy, sales manager of 
Ardmore Products, a division of the 
Amco Corp., died Dec. 30 in Oak 
Park Hospital, Oak Park, Ill., after a 
short illness. He first joined the Amco 
sales organization in 1932. 

e 


Fred A. Kusta has been named 
general plant manager, and John 
Carson, superintendent, of Vulcan 
Steel Container Co., Birmingham, Ala. 
Kusta formerly filled similar positions 


with the Inland Steel Container Co., 
in Cleveland, Ohio, and with the 
Cleveland Steel Barrel Co. He will 
have charge of all pail and drum 
manufacturing at Vulcan’s main plant 
in Birmingham. Carson was also for- 
merly associated with Inland and 
Cleveland Steel Barrel, as well as with 
Fram Corp. 


. 
J. R. Matullo is district manager of 
Worthington Corp.’s new Newark 


district office, established Jan. 1. He 


Equipment 


was formerly manager of the New 
Jersey branch of the company’s New 
York district, and before that was a 
general line salesman. 

E. Weston Hammond has been 
named district manager at Los Angeles 
for the Worthington Corp., replacing 
J. G. Murphy, who has been appointed 
special representative. He was for- 
merly assistant manager and before 
that served as distributor supervisor 
of the air conditioning and refrigera- 
tion division. a 

















Electronic Indicating Ground. 


which lead to fires. 
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DON'T GAMBLE WITH SAFETY 


GET MORE PROTECTION WITH 
THE GILBARCO ELECTRONIC INDICATING GROUND 


Wherever highly volatile liquids are loaded 
— bulk plants, tank farms, or terminals—be 
sure of proper grounding. Install the Gilbarco 


POSITIVE-Establishes ground and indicates 
its safety by either light or audible signal. 


SAFE—Reveals faulty grounds caused by 
cable defects, paint, corrosion or carelessness 


SIMPLE —Gilbarco’s electronic ground is 
easily installed in any grounding circuit. 
Furnished complete with clamp and cable. 





Nebraska Petroleum Marketers 





Associations 


Take the Cash and Let the Credit Go 


ARM CREDIT was the center of in- 

terest at the January management 
institute of Nebraska Petroleum Mar- 
keters, Inc. Some of the Cornhuskers 
were surprised to learn that banks are 
anxious to help them solve the big 
farm credit problem. 

Roger Cunningham, assistant vice- 
president of the First National Bank 
of Lincoln, took the lead in canvass- 
ing 160 banks in the state. He came 
up with 114 replies containing sug- 
gestions for cooperation between oil 
jobbers and bankers, and presented 
the results of his survey at the man- 
agement institute. 

Double Shot—They boiled down to 
two points: put more farm business 
on a cash basis; let the banks extend 
the credit to the farmers. When a 
jobber does extend credit, the bankers 
add, he should consult the bank first 
—instead of waiting and asking for 
a loan when the bills are overdue. 

Some of the suggestions were inter- 
esting—as much for what they reveal 
about jobbers as for what they tell 
about bankers. 

“We have long recommended a 
cash, or at longest, 60-day basis for 
fuel credit,” says one bank. “This, on 
the assumption that longer credit was 
borrowed money and should be 
handled as such, not on an open, free 
cost basis. Unfortunately, we cannot 
get dealers to adopt such a basis, even 
though they agree in principle.” 

Another banker suggested that 
“dealers put a limit of 90 days on 
credit and also charge 1¢ gal. more 
for fuel sold on credit.” 

Some banks indicated that they 
consider fuel purchases a sound reason 
for advancing money to farmers who 
borrow for other purposes. “We feel 
that in order to help a farmer you 
must help in this line also,” one banker 
stated. “It takes fuel to put the seed 
in and harvest.” But the survey in- 
dicated that less than half of “farm 
operating loans” include a provision 
for fuel and oil. 

There will be more requests to 
banks for fuel money from farm 
borrowers, the Nebraska banks said, 
“Because all of our dealers have ex- 
tended far too much credit now that 
they cannot collect.” Many of the 
banks surveyed indicated further credit 
problems coming in the spring—and 
cited this as an additional reason for 
distributors’ sticking to cash and let- 
ting credit go to the banks. 
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Dealers who want to extend credit 
should be more careful, the bankers 
add. The survey revealed that only 
35% of Nebraska jobbers ever ask 
their bankers’ opinion of their credit 
customers. 

Lien Bill Coming—NPMI indicated 
another reason for jobber-banker co- 
operation: it’s backing a law to allow 
jobbers to put a lien on farm crops 
when the farmer owes a fuel bill: for 
too long. Such a bill was opposed two 
years ago by bankers who feared it 
would jeopardize loans made on crops 


Northwest Petroleum 





as security. More cooperation would 
eliminate this possibility, the Nebraska 
jobbers feel. 

The management institute also in- 
cluded sessions on sales promotion 
and personnel training conducted by 
Philip McVey, of the University of 
Nebraska; J. E. Morledge of Socony 
Mobil Oil Co., and L. T. White of 
Cities Service Petroleum. The 35 
jobbers and two supplier representa- 
tives who attended broke the Nebraska 
management institute attendance 
record. w 


Living High Off the Hog 


IN THE LAND of the Mesabi iron 
range, great flour mills, Williston 
Basin and Green Giant peas, the oil 
jobbers are doing very well. The only 
cloud in sight is a threat of unfavor- 
able legislation in Washington. 

At the 34th annual meeting of the 
powerful Northwest Petroleum Assn., 
the jobbers of Minnesota and North 
Dakota exuded optimism. There have 
been recent margin increases, and the 
talk around the corridors was of new 
prospects, volume increases and ex- 
pansion plans. 

The cheerful outlook was person- 
ified by the Skelly representatives. 
Each wore a white handkerchief 
stitched with: “Business is good.” 

Candid Appraisal—The one threat 
to the jobber’s position was explained 
by John D. King, Cities Service mar- 
keting vice president, who warned of 
the consequences if Congress passes 
the famous S-11, a bill outlawing 
“good faith” as a defense in meeting 
price competition. This could jeopar- 
dize the jobber’s function, he said, de- 
scribing the bill as a “dagger aimed at 
the jobber’s heart.” 

In one of the most candid speeches 
delivered by a major company repre- 
sentative, King told the jobbers that 
experience has shown that jobbers 
can’t compete for large-volume com- 
mercial business. The less dependence 
placed on commercial accounts, the 
better, said King. 


Read About Oil People, begin- 
ning on page 198, for news about 
new association officers. 


No Trip to Washington?—The asso- 
ciation is now less inclined to seek 
government intervention to settle 
problems with suppliers. Last Novem- 
ber, NPA strongly supported a resolu- 
tion empowering a NOJC committee 
to call on Washington for help if the 
problems persisted. 

In his keynote report, however, 
President Glen F. Nelson said the re- 
cent margin increases have “partially 
eliminated” the need for government 
intervention. He stressed “partially,” 
noting that they haven't discarded that 
possibility entirely. 

Trimming Expenses—A_ graphic 
presentation on operating costs was 
made by W. C. Marquis, Indiana 
Standard’s assistant division manager. 
Marquis broke down an unidentified 
jobber’s figures into cost-per-gal. by 
categories, such as supervision, sales, 
office and advertising. Costs totalled 
2.741¢ a gal. Marquis urged jobbers 
to break down their costs as a first step 
in cutting expenses. 

A —For the second 
year, NPA pulled a switch by holding 
a reception for suppliers. At most 
meetings, the supplier is the host. 

Around the registration desk was a 
trade show, well attended by the job- 
bers. As a background for the meeting 
were some 50 hospitality suites. A 
dance was held the first night, and the 
second day wound up with a banquet 
and stage show featuring acts hand- 
picked by H. F. (Hiff) Horning, the 
association’s enterprising executive 
secretary. * 
More association reports on page 171 
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Easy as “1-2-3” 


TO INSTALL MULTISECTION HORIZONTAL 
GLO-RITE LITING UNITS 





U 


PLACING CHANNEL ON SUPPORT POST. 











| 
a 


A trite phrase but very important when 
applied to the low-cost, simple installation of 


Glo-Rite Lites 





PLACING GLO-RITE SECTION 


NO CRANES — ON SUPPORTING POST. 
NO BOOMS ; 
NECESSARY! 


Two men can easily 
install Glo-Rite Liting 
Units without use of 
costly extra labor 
and heavy equipment. 


No need to set fixtures 
on ground for assembly. 
CONNECT EACH SECTION—TURN ON 
POWER AND LITES ARE READY FOR USE! 











4 SIMPLE STEPS TO INSTALL GLO-RITE LITES 


Place channel on mounting Place “‘Snapon”’ parting 
posts. Be sure service wire is strips over butted locations. Send for Complete Catalog 
available. Connect each section 
Place sections on channel, lead wire to power line 
slide them next to each other and turn on power. Simple 
and lock to mounting channel. and quick and lots of lite. 





OSCAR PHILLIPS COMPANY 
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LA star SERVICE 


makes Continental Steel Containers 


your best buy 
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ICC-APPROVED 


TIGHT-HEAD PAILS 


Capacity 5 gallons. Made from 
heavy 24- or 26-gauge steel. Meets 
ICC specifications 17E and 37D. 
High-strength body available 
with straight sides or top and bot- 
tom beads. Drum top offset for 
easy stacking. Electric lap-weld 
side seam, and compound-lined, 
double-seamed head and bottom. 


For full specifications on all 
Continental steel containers, con- 
tact your nearest Continental rep- 
resentative. 


When you purchase steel containers, get the most for 
your money. This means the best in service as well as 
the best in pails and utility cans, At Continental, we 
go all out to give you what you're looking for—with 
our 4-star steel container service. 


FULL LINE 


Whatever product you’re buying for, Continental has 
just the size and style container to fit it. Handi-Cans 
in 2'2 and 5 gal. sizes, lug cover pails from 2 to 12 gal., 
flaring pails from 3'2 to 6’ gal., plus 5 and 6 gal. 
tight-head pails. 


$e Quatity 


Made of heavy-gauge steel in ultra-modern plants, 
Continental steel containers are thoroughly tested to 
meet ICC specifications and to conform to CFC/UFC 
Rule 40. Colorfully lithographed, these sturdy, re- 
usable containers will continue to promote your prod- 
uct long after their original contents have been emptied. 


FEY RESEARCH. 


As part of our 4-star service, customer research men 
are available to help you right in your own plant. In 
addition, scientists at our Research and Development 
Center in Chicago are constantly working to bring you 
new and better packaging ideas—such as Continental’s 
Perma-Linings for hard-to-hold products. 


fe Quick DELIVERY 


Just say the word and we'll deliver all the steel con- 
tainers you can use—any time, any place. Continental’s 
excellent production facilities and carefully selected 
warehouse points in many sections of the country 
guarantee better service when and where you need it. 
So get full value from your purchasing dollar—with 
Continental's 4-star steel container service. Call anytime. 


Cc CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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Associations 


Kansas Oil Men 





Goal: To Keep More Profit 


“OPPOSITION” was the key word at 
the Kansas Oil Men’s Assn. meeting in 
Wichita—opposition to additional gas- 
oline taxes, to trading stamps, to S-11, 
to any increase in minimum wage pro- 
visions. 

The opposition was caused by 
gloom. The drought has hurt business 
drastically, collections are very dif- 
ficult. Some jobbers have quit the oil 
business to take other jobs, and many 
are working hard to keep solvent. 

The resolutions adopted at the 
KOMA convention make it clear that 
Kansas marketers want to keep more 
of their profits: 

State Affairs—Pointing out that the 
present federal and state taxes now to- 
tal 38% of the retail gasoline price, 
one resolution declared that no single 
industry should be singled out to pay 
any additional taxes to finance school 
and social projects of the entire state. 

In another resolution, KOMA 
termed the widespread use of trading 
stamps “a menace to good marketing.” 

“We recommend that towns and 
cities look to the stamp companies for 
revenue by imposing a franchise tax 
on local stamp sales and/or outlets,” 
the jobbers’ group suggested. 

National Matters—KOMA went on 
record favoring continuance of the 
274%2% depletion provision as “fully 
justified because of the great cost and 
risk in searching for oil.” 

The jobbers added their voice to 
others opposing Senate Bill 11, or any 
similar measure, declaring that such 
federal legislation would tend to elim- 
inate the functions of an independent 
jobber. 

KOMaA asked that Congress amend 
the present gasoline tax law to allow 
refunds on gasoline lost in a disaster. 
They also suggested that jobbers be al- 
lowed to remit the 3¢ gal. tax at the 
end of the month following the pur- 
chase month, and recommended that 
jobbers get at least a 1% handling al- 
lowance for each cent of tax levied. 

In one resolution, the members 
asked Kansas congressmen to oppose 
any extension of the coverage of fed- 
eral wage and hour laws to retail and 
service personnel, and to oppose any 
increase in minimum wage provisions 
of wage and hour laws. 

“Face to Face”—Conoco vice pres- 
ident Harry J. Kennedy told conven- 
tioners that all segments of the industry 
must make a better effort to communi- 
cate with each other. Too often, he 
said, groups within the industry rely 


on published statements as the limits 
of communication with each other. 

“Many of us,” said Kennedy, “don’t 
know each other intimately enough to 
believe in each other. We forget what 
we have in common and dwell on the 
differences. 

“We need to talk directly to each 
other. We need to do an interpretive 
job, face to face, in smaller groups and 
in good faith.” 

Change of Staff—William L. Os- 
wald, OK Service Co., Hutchinson, 
was elected president of the group. A 
new slate of officers will serve with 
Oswald, with the exception of the 
treasurer, Mrs. Elsie Martin, who was 
re-elected. » 


South Carolina Jobbers 
‘Not Guilty’ 


JOBBERS want no part of the respon- 
sibiltiy for the latest round of gasoline 
and fuel oil price increases. The South 
Carolina Oil Jobbers Assn. made this 
clear at their January meeting in a 
resolution that questioned the “eco- 
nomic soundness” of the increase. 

The resolution points out an ap- 
parent discrepancy between the crude 
oil producers’ claim of a shortage due 
to the closing of the Suez, and the fact 
that production is still prorated at 
about one-half of maximum efficiency 
and finished stocks in storage are at 
an all-time high. 

The resolution was released, accord- 
ing to wording adopted by the con- 
vention, “in order that the public and 
consumers can know that the indepen- 
dent dealers and jobbers have had no 
part in instituting this price increase 
which will bring further inflation to 
our economy and further decrease the 
value of the dollar.” 

More S-11 Opposition—South Car- 
olina added its opposition of the 
“equality of opportunity” bill (S-11) 
to that of many other jobber groups. 
The “vagueness” of the wording of the 
bill and the possible legal interpreta- 
tions which might follow have the 
jobbers worried. 

The same resolution included a 
recommendation that a study be made 
of the anti-trust laws and court de- 
cisions that unintentionally hinder the 
small business man. A committee of 
five will be appointed to probe the 


(Continued on page 172) 
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means lubricants 
are properly 
selected and 


Never Underestimate 
the Importance of 
Lubrication 


POWER 
PRODUCTION 
PERFORMANCE 
PROFIT 


MAGIE 


Bros. Oil Co. 


9101 Fullerton Ave., Franklin Park, lll. 
| Chicago Telephone, TUxedo 9-4800 
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VYlow. the ALL-ALUMINUM 
ISTEBERWSY Ye 


Available in One-Piece Units 


of 4, 8, 12 and 16 Feet! 


Exclusive Steber sliding pole 
fitter fastens anywhere along 
fixture chonnel. Service knock- 
outs are provided along the 
entire fixture channel. 

ee Rae Z 


Center rib is quickly re- 
movable allowing lamps 
to be taken out in any 
order, straight down. 





Light any Station Brighter 
Retain Top Efficiency and 
New Appearance Indefinitely! 


Steber wrap-around doors provide up to 60% more light emitting 
area than any other unit—give you more attraction and selling light for 


your station than ever before available. 


All aluminum extruded chassis and door frames. Aluminum cover 
and exclusive Steber Anodal electro-chemically finished aluminum re- 
flectors are impervious to corrosion. Door panels are ribbed, highly 
impact resistant Tenite II providing maximum light transmission factor. 


Steber Skyliners give you all these advantages: 
@ Beautiful Modern Design 
@ Fully Enclosed Factory Wiring 
@ Leveling Device 
@ Sliding Pole Fitter 
© Lighter Weight 
@ Single unit lengths up to 16 feet 
@ Any length available in multiples of 4 feet 
@ Removable center ribs for quick relamping 





The Complete Steber Line Includes: 


° Steberlite Sealed ¢ Open & Enclosed 
Beam Units Floodlights 


* Elliptical Floodlights | * Mushroom Lights 














/STEBER\ 





STEBER MANUFACTURING CO. 


Dept. 88, Broadview, Illinois 


STEBERLITES 
Steberlites can be mounted singly 
or in clusters up to six. Top 
channel of Skyliner is tapped 
and fitted with 5 closures per 8’ 
section. 


Write for 
Steber “'T’’-light 
Catalog Data 


STEBER MANUFACTURING CO. 
OF CALIFORNIA 
242 So. Anderson St., 
Los Angeles 33, California 
STEBER-WOODHOUSE LTD. 
33 Ingram Drive, Toronto, Canada 
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(Continued from page 171) 
problem and present recommenda- 
tions to the General Counsel of the 
National Oil Jobbers Council. 
Officers Re-elected—W. G. Willard, 
Willard Oil Co., Spartanburg, was re- 
named president of the association, 
together with his complete slate of 
officers. cd 


Texas Oil Jobbers 
Educate the Banker 


THE OIL JOBBER is still a question 
mark to those who could help him 
finance expansion, say some Texas 
Oil Jobber Assn. members’ who at- 
tended the January TOJA financial 
management institute. 

Jobbers wanted to know how to ex- 
pand without using suppliers’ funds, 
and TOJA set up panels of bankers, 
insurance brokers and real estate men 
to help them find the answers. Al- 
though the experts were able to give 
them some information, some mem- 
bers felt the financial men didn’t know 
enough about the jobber trade. 

To clear away this fog, the jobbers 
want their problems surveyed and a 
brochure published explaining their 
functions and financial position to 
those who could help them They’d 
like the survey to investigate expan- 
sion needs, and they’d like the bro- 
chure to point out that the oil jobber 
is a good investment. Only by explain- 
ing themselves to the bankers and by 
getting their aid, they feel, can they 
be financially independent of their 
suppliers. 

This problem held only part of the 
floor at the meeting. The 30 jobbers 
attending also gathered facts on job- 
ber bookkeeping, corporate set-ups 
and estate planning. The members 
went home with crammed notebooks 
and the hope that they'd started a 
thorough study of jobber expansion 
problems. & 





Kentucky Marketers 


S-11 Under Attack 


FIRM STANDS aplenty marked 
the mid-January meeting of Kentucky 
Petroleum Marketers Assn. The Pat- 
man-Kefauver “anti-good faith” bills 
came in for especially bitter opposi- 
tion, and the Kentuckians sent spec- 
ial telegrams to their Congressional 
delegation so their views on the sub- 

(Continued on page 175) 
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OPEN THIS DOOR TO 
GOOD CITIZENSHIP! 


And gain added prestige for 
yourself and your industry. 


Today, more than ever, good citizenship and good 
business go hand-in-hand ! 

Good citizens should be familiar with the prob- 
lems of their local schools. Good businessmen 
should be interested in building better community 
relations. And here’s your great opportunity—as 
an oilman—to do both at the same time! You can 
do it by introducing the oil industry’s SCHOOL 
PROGRAM into your community. 

Designed with the advice of educators to fit the 
needs of secondary schools, the SCHOOL PROGRAM 
tells the complete, up-to-date story about the oil 
industry—and the role oil plays in our American 
way of life. And because today’s students will be 
your customers tomorrow, it’s important that they 
learn the true facts about you and your business. 
Now you are going to be able to supply these facts! 


Here’s how you do it— 


Work with your local Oil Information Commit- 
tee. You will be provided with a sample package 
of booklets, charts and films for you to show to the 
Principal of the school in your town. You'll be sur- 
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prised at the prestige and goodwill the scHOOL 
PROGRAM will bring you and your business. 
Besides the important local contacts you make, 
teachers, students and parents will thank you for 
taking an active part in educating the youngsters 
of your community. 








So start today to make friends with your 
customers of tomorrow. Fill out this cou- 
pon now! 


American Petroleum Institute 
50 W. 50th St., New York 20, N. Y. 


I am interested in promoting the oil industry's SCHOOL 
PROGRAM in my community. Please send me the address of 
my nearest Oil Information Committee Field Office. 
Rs 
ADDRESS_._ 














THESE MEN? tead non. 


They read it for NEWS OF OIL MARKETING. 


It's the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story .. . regularly? 





C. S. Garvin, Asst. Sales Manager E. G. Hirleman, Manager, TBA sales . B. , 
Shell Oil Company Cities Service Oil Company Executive Asst. to VP Marketing 
San Francisco, California New York, New York Continental Oi! Company 
Ponca City, Oklahoma 


Miles M. Mills, President William S. Penn, Jr., L 
Oils, Incorporated Supv. of Market Research Troy Oi! Company 
Des Moines, lowa Union Oil Company of California Indianapolis, Indiana 


ational 
Metroleum 


Mews 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


You Can’t Cover The 
Oil Marketing Market 
without NPN! 





* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 
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(Continued from page 174) 


ject wouldn’t get lost in the usual wel- 
ter of resolutions early in the Con- 
gressional session. 

The jobber division of KPMA also 
urged that jobbers be allowed to pay 
gasoline taxes at time of sale instead 
of time of purchase; this stand was 
endorsed by the whole association. 
Another resolution adopted by the 
jobber division asked that the 52% 
corporate tax rate begin at $50,000 
of earnings instead of $25,000. 

Guest speaker Fred H. Meeder, 
president of Richfield Oil Corp. of 
New York, urged the Kentucky 
marketers to exploit every possible 
opportunity in human relations for 
the sake of their own businesses in 
dealer and employe relations, and 
for the sake of the industry in job- 
ber-supplier relations and participa- 
tion in the work of the Oil Informa- 
tion Committee. Where jobber partici- 
pation in OIC is concerned, Meeder 
said, “You can, I know, just about 
write your own ticket in this respect.” 

KPMA also heard speeches by 
Louis G. Wilke, assistant sales man- 
ager, Phillips Petroleum Co.; and, 
somewhat on the more exotic side, 
Countess Maria Pulaski, former agent 
for British Intelligence, and Louis 
Fischer, international journalist and 
expert on communism. R. E. Coe 


of Coe Oil Service, Cynthiana, was 
elected president. * 





cancer 
strikes 


of your friends 
give to 
AMERICAN CANCER SOCIETY 
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THE KNOCK-OUT PUNCH 
for GAS COMPETITION 


BLUE 
HEAT 


The New Premium High-Test 
FUEL OIL ADDITIVE! 


COSTS 75% 
LESS ==" 


will freat 25‘ gals. of +2 Fuel Oil! 





Ends offensive odor. 


Stops leaky fuel oil tanks caused 
by corrosion. 

Eliminates clogged-up strainers 
and nozzles due to sludge. 
Does away with poor ignition 
and incomplete combustion due 
to condensation. 

Prevents unnecessary waste of 
fuel due to soot in fire box. 


Greatly reduces need for costly 


POSITIVELY PRO- 
VIDES BETTER, 
CLEANER, MORE 
EFFICIENT HEAT 
WITH SAVINGS 
UP 10 20% 








service calls. 











DISTRIBUTORS INVITED AND PROTECTED 
IN DESIGNATED AREAS 


Manufactured for distribution by the Chemical and Research Div. of 


PARKE-HILL CHEMICAL CORP. 


29 Bertel Avenue, Mount Vernon, N.Y. MOunt Vernon 8-7220 
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New T-800 tandem ((le/t) 
45,000-lb. GVW. High Torque 
212-hp V-8 engine, 4-barrel 
carburetor and Master-Guide 
power steering, standard. 


More modern in more ways 


...fO Cut your 


Boldly modern! That’s the dig news in Ford 
trucks for 57, Modern styling outside—modern 
engineering through and through. They’re the 
most efficient trucks Ford has ever built— 
engineered to cut your costs. 


Look at Ford’s new Extra Heavy Duty tan- 
dem models. They’re at home with any load, 
anywhere! See the brand-new line of Tilt Cabs 
. . . the lowest-priced* in America. And Ford’s 
new pickup with its smart-looking Styleside 
body gives you the biggest capacity in the 
half-ton field—standard at no extra cost! 

Under the hood of a ’57 Ford, you'll find 
important new advances in power. Engine 
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costs! 


breathing is freer, more efficient. And every 
engine—V-8 or Six—offers the cost-cutting 
benefits of Ford’s modern Short Stroke design. 

New Driverized Cabs are roomier, more com- 
fortable than ever. And new structural design 
improvements make these the strongest Ford 
Cabs ever built. 

Deep down it’s a rugged truck, too! There’s 
new toughness everywhere—in stronger frames, 
in sturdier axles, in higher-capacity springs. 

One look at these completely new, boldly 
modern Ford trucks for ’57 will make you want 
to see just what they can do. Your Ford Dealer 


will gladly furnish complete information. 
* Based on a comparison of factory-suggested list prices 


NATIONAL PETROLEUM NEWS * March, 1957 








New Tilt Cab line (below) offers 
six series ranging up to 60,000- 
lb. GCW, up to 212 horse- 
power. Now, all the advan- 
tages of “‘cab forward’? com- 
pactness, plus greater service 
accessibility and cab comfort. 








fl 





5 
a. 











ONLY FORD GIVES YOU ALL THESE DEEP-DOWN MODERN FEATURES: 


NEW Driverized cabs—stronger, 
roomier, smarter! New wider full- 
wrap windshield. New inboard cab 
step, new Hi-Dri ventilation. 


NEW Heavy Duty V-8’s now have 4- 
barrel carburetion standard. Fresh- 
air intake with new thermostatic con- 
trol available on 302 and 332 V-8’s. 


NEW hydraulic clutch, standard on all 
models. Easier to operate—works like 
hydraulic brakes. Foot pedals are 
modern suspended type. 


NEW riding comfort! New chassis 
suspension and roomy cabs with in- 
creased visibility combine to greatly 
improve riding and handling ease. 


NEW power advances! Higher horse- 
power, increased compression ratios, 
freer breathing. New Super-Filter air 
cleaner. New advancements from 
camshafts to carburetors! 


NEW chassis strength! New frames, up 
to 13% stronger. New sturdier axles! 
New higher capacity springs. 


FORD TRUCKS COST LESS 


... LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 
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Markets and Prices 


Products Steady During Shakedown 


In the wake of the crude price hikes, gasoline rose at the Gulf 
and soft-price areas in the Midwest supported retail advances. 
But in some sectors, markets have started to sag 


DOMESTIC MARKETS behaved 
pretty well during the feared shake- 
down period between the Jan. 3 crude 
hike and mid-February. 

Not only did Gulf Coast gasoline 
prices go up 0.25¢ along with middle 
distillates (diesels were up 0.375¢), but 
trouble spots failed to develop in so- 
called sensitive areas in the Midwest. 
Kansas City, one of the toughest spots 
in the Midwest to get full retail price 
for gasoline, took the 1¢ hike to deal- 
ers without wavering. 

Another touchy spot—Minneapolis- 
/St. Paul—saw the end come to a 16- 
month-long retail price war that caused 
many service stations to change hands. 

A break in the bloodiest price war 
the Twin Cities ever witnessed came in 
late January with retail prices rising 
to within 0.5¢ of a so-called normal 
at roughly 95% of the major and 
private brand stations. 

New prices for regular-grade at 
major brand stations was 22.4¢ (ex 
federal and state taxes). Private brand 
prices were 21.4¢ with trading stamps 
and 20.4¢ without stamps. Clark Oil & 
Refining’s stations were at 23.9¢ for 
their single grade of gasoline. 

Only bad spot in this otherwise 
happy picture was confined to a single 
district in St. Paul where a private 
brander held his price at 16.9¢ and 
a few nearby major brand dealers were 
meeting him on the nose or were 1¢ 
higher. 

In other areas, however, the advance 
on gasoline did not hold, but slipped 
back to prices in effect at the time 
crude went up. These price breaks 
came in widely separated areas and 
first hit in Texas cities of Dallas, Ft. 
Worth and Wichita Falls with reduc- 
tions of 1¢ by Humble and Continental. 

Gasoline prices also began falling 
back on the East Coast when Socony 
Mobil cut its prices in Massachusetts, 
Rhode Island and Connecticut 0.5¢ 
to 1¢ gal. to dealers and in its fair 
trade retail prices. 

Eastern Pennsylvania was hit by 
lower prices when Atlantic Refining 
cut its fair trade prices 1¢ and dealer 
prices 0.8¢. Sinclair then made similar 
cuts throughout all of Pennsylvania. 

At New York, a barge and tugboat 
operators’ strike snarled oil traffic. 
Truck transports tried to fill the breach 
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by keeping metropolitan area marine 
bulk plants supplied with gasoline and 
light fuel while keeping regular cus- 
tomers in products. The strike brought 
spot trading in harbor area to a stand- 
still. 

Water transportation upriver to Peo- 
ria and Chicago river terminals was 
much improved. Meanwhile, U. S. 
Supreme Court authorized extension 
to Feb. 28 of an increase in the flow 
of water from Lake Michigan into 
Illinois and Mississippi rivers of as 
much as 8,500 cu. ft. per second. 
Extension for the increased flow was 
on an original authorization issued 
Dec. 17 and running to Jan. 31. 

Except in those areas in the North- 
east where gasoline prices rolled back, 
higher prices along the Atlantic Coast 
held for all products. Supply and de- 
mand in this same area, except for 
strike-bound New York harbor area, 
was declared “routine” by terminal 
operators and distributors. 

At mid-February, there was indica- 
tion, refiners said, that the U. S. oil 
industry was over the hump as far as 
supplying Europe was concerned. Re- 
ports from the Gulf revealed little 
change in tight position of light and 
heavy fuels, and there remained buying 
interest for these products for March 
cargoes. But interior refiners, on the 
other hand, said shipments of light 
and heavy fuels by barge and tank 
car from Mid-Continent to the Gulf 
seemed mostly to consist of completing 
earlier orders. Buying interest in “back- 
haul” material, they said, “sort of 
withered.” 

Meanwhile, some changes appear to 
be in store for the Gulf area as far 
as March supplies of all products are 
concerned. Some 15 or 16 refiners 
already had reduced their runs in vary- 
ing amounts in order to increase ship- 
ments of raw material to Europe. 

Market highlights in the various dis- 
tricts at mid-February were: 

Gulf Coast—Gasoline prices moved 
up another 0.25¢ for total of 0.5¢ for 
the higher octanes, other grades 0.75¢ 
to 0.875¢ since the crude hike. 

Kerosine and No. 2 fuel advanced 
0.25¢ for total of 1¢ following the 
crude hike and diesel fuels 0.375¢ for 
full 1¢ since early January. Cargo 
prices for bunker fuels were unchanged 


from mid-January with ordinary “C” 
fuel still quoted at low of $2.75 and 
low-sulfur product remaining at flat 
$3.05 bbl. 

Atlantic Coast—Except in those 
areas of the Northeast where gasoline 
prices were rolled back, trend toward 
1¢ higher price for gasoline and dis- 
tillates was completed at Atlantic 
Coast supply points. 

Heavy fuels were extremely tight 
in New York harbor area and supply 
picture was complicated by tugboat 
strike. Fogging conditions before the 
strike paralyzed harbor shipping 
brought bids as high as 50¢ bbl. for 
No. 6 fuel with no takers. 

General advance hitting other pro- 
ducts along East Coast pushed No. 6 
prices up 0.25¢ at New York with 
Bunker “C” going from $3.05 to $3.30 
bbl. Light diesel bunker prices were 
up 42¢ in New York harbor, heavy 
diesel bunker prices up 28¢. 

Midwest Wholesale—Range lows for 
heavy fuel at Chicago moved up 0.3¢ 
to 9.9¢ for No. 5 low-sulfur; 9.85¢ for 
No. 5 high sulfur; 8.85¢ for No. 6 
low sulfur; and 8.6¢ for No. 6 high 
sulfur. 

Chicago inventories of distillate 
were tightened somewhat by diversion 
to Gulf of product normally entering 
the district and other nearby markets. 
One Chicago supplier reported sale of 
No. 2 fuel out of West Memphis 
terminal for shipment to Gulf at 0.5¢ 
over Gulf low. 

Some easiness was indicated in Chi- 
cago gasoline prices, some of it in a 
tendency for a few sellers to sell a 
higher octane product at lower octane 
price. 

Central Michigan markets were firm 
for all products, even though move- 
ment of gasoline was slow. 

Western Penna.—Refiners here said 
post-crude-increase price changes for 
Penna-grade lubricating oils still were 
in future. Refiners said they were hold- 
ing inventories sold against forward 
orders, but a 60-90 day lag in available 
cargo space created a bottleneck for 
new export business. 

Except for 0.25¢ rise in Oil City 
price for gasoline, no further increases 
were reported in Penna gasoline. Dis- 
tillate prices, however were up in 
amounts from 0.65¢ to 1.25¢. 8 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE 
KEROSINE 
NO. 2 FUEL 


30 GRAV. LOW COLD 
TEST CRUDE 


YEAR ao st SB 5S JFMAMJJASOND 
1957 


YEAR 49 51 53 55 JFMAMJJASOND 
1957 


NOTE: Four Products averaged 4.3 in January 





Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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Market Barometer 


PRODUCTS VS. CRUDE MID-CONTINENT 





JFMAMJJASOND 
1957 


PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


YEAR 49 51 53 55 JFMAMJJASOND 
1957 


NOTE: Four Products averaged 4.3 in January 





Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 
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422888: 


a3 
F 


15.875 
yeaa 
13,5-13.75 
(2)13.25 
12.5-13.25 


875 15.875 
15-15.125 15-15.125 
1 


14 4 
13.5-13.75 13.5-13.75 
(2)13.25 (2)13.25 
12.5-13.25 12.5-13.25 


15-15.25(3)  15-15.25(3) 15-15.25(3) 

3.5 13-13.5 13-13.5 
13-13.75 13-13.75 
13-13.5 x13-13.5x 
(2)12.5-13 «(2)12.5-13x 


SLSEAM SESBASE SESE 
R2222 5822223: 
x 2 

4 


Y 


RRARRE 


15.875 15.875 
15.125 15.125 
14 14 
13.5 

13.26 

13.25 


SLSee 


t 


14.25 


228s 


x3 14.5-14.75(2) 13514752) 
12.75-13 cit 1843 
x12 75-12x 
10. 75-12.125 —-10.75-12.125 10.75-12.125 
14.75 * 475 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 


%14.75-15.5x 
%13,25-13.75x 


14.75-15.5 


. 14.75-15.5 
13.25-13.75 


13,25-13.75 


14.75-15.5 
13.25-13.75 


15.4 15.4 
13.65 13.65 
15 


(5)16-16.25 (5)16-16.25 (5)16-16.25 16-16.25 
(2)13.78-14.25  (2)13.75-14.25 —-x(2)13.75-14.25x (6)14-14.5 


5. 15.1 
lat wi 
13.1 13.1 
5.1 15.1 
i ig 
13.1 13.1 


19.9 19.9 19.9 
16.9(2) 


20.4 
17.4 





Refinery and terminal prices herewith are reproduced from Platt's 
Oilgram Price Headly vty.» HL publication associated with NPN. 

Prices shown ot oli, and om tables are sales prices, ‘or 
quotations, or general offers, or posted prices, reported by refiners, 
by uct pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as otherwise 

Following types of prices | are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with a 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in nthe tables except 
as noted below 

Prices shown are for quantities in bulk such as tank car lots, or 
truck transport lots or barge lots. Prices applying only to barge lots, 


180 


BA ‘ratings, 

octane rai is ae ae 
Parenth eb doen 

change. 
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DISTILLATES & FUELS DISTILLATES & FUELS 


Gulf Coast Cargoes = Feb. 11 Feb. 4 Jan. 28 Jan. 21 Feb. 11 Feb. 4 Jan. 28 Jan. 21 


ie w.w. kero. .(2)10.75-11 x(2)10.76-11 10.5-11 2)10.5-11 i «+ 11.125-11.5 11.125-11.5 11.125-11.5 x11,125-11.5 
No. 2 fuel me 3 f 10.25- 10.5 @ do 10.75-11 10.75-11 10.75-11 


x(8)1 10-1 (3)10-10.5 ENS 

by oe 10.625-10.75(2)10.25-10.75 (2)10.25-10.75 10.375(2) 10.375(2) 

x(2)10.6-10.625(2)10.125-10.625 do bar 10.5(2) 10.5(2) 

) 10376-10502) 10-10.5 (2 shore 

$2.75-3.05 $2.75-3.05 $2.75-3.05x plants m 9.5-10.375 9.5-10.375 9.5-10.375 
Bunker su 


C fuel - 
max 1% sulfur. $3.05(3 05 (3 05 (3; 05 (3 : )$2.78-3. '$2.78-3.05 (3)$2.78-3.05 %(3)$2.78-3.05 
Albany, “7 . oust es — fob (5)$2.76-3-10 (5)$2.75-3.10 - x(5)$2.75-3.10x 


max, 
Kerosine/No. 1.. 12.7(10) 12.7(10) x12.7(10) 1 $3.08 $3.08 x$3.08x 
fuel 12.1(11) 12.1(11) x12.1(11) do ae $3.05 $3.05 $3.05 x$3.05x 
tagees? be oe eis? Diesel ane une GH 
: bunkers 4(4) $4.24(4) $4.24(4) x$4.24(4) 
$3.58(2) x$3.58(2)x x$3.63(2) Bunker C, ae oe 75-310  (6)$2.75-3.10  (6)$2.75-3.10 _x(6)$2.75-3.10 
Jacksonville, Fla. 
12.5(8) x12.5(8) Kerosine/No. 1.. 123010) 13.2(10) 13.2(10) x13.2(10) 
1a ) 12.25(6) x12.25(6) Ni 12.2(8) 12.2(8) x12.2(8) 
esd } x11.9(12) Diesel oil, shore 
7 11.65(7) x11.65(7) plan = 12.2(5) 12.2(5) x12.2(5) 
12.3(4) 12.3(4) x12.3(4) quar $3.20(5) $3.20(5) $3.20(5) x$3.20(5)x 
$4.26(2) $4.26(2) x$4.26(2)x r $3.17(6) $3.17(6) $3.17(6) x$3.17(6)x 


$4.20 
$3.93(2 r7 x$3.93(2 $5.124(5) $5.124(5) $5.124(5) x$5.124(5) 
570) $3.87 2) wasn Bunker C, bunkers $3.17(6) $3.17(6) $3.17(6) x$3.17(6)x 


$3.33(4) $3.33(4) x$3.33(4)x , 
$3.30(4) a0 erosine ol 13.2 13.2 x13.2 


$3.30(4) x 
$5.02(4) $5.02(4) x$5.02(4)x 12.4(3) 12.4(3) x12.4(3) 
$4.76(3) $4.76(3) x$4.76(3)x $3.14 $3.14 $3.14 x$3.14x 
$3.30(4) $3.30(4) 4)x So aces: File $3.11) $3.11(2) x$3.11(2)x 
124(4) $5.124(4) $5.124(4) $5.125(4) 
11.3 11.3 11.3 Bunker C, uaie $3.11(3) $3.11(3) $3.11(3) x$3.11(3)x 
10.75 10.75 10.75 Mpls-St. Paul, Minn. 
M1 1 11.1 oi No. 1..(8)11.875-13.3  (3)11.875-13.3  (3)11.875-13.3 _(3)11.875-13.3 
: : x$3.23 Ne. (3)11.25-12.5  (3)1.25-12.5 = (3)11.25-12.5 = (3) 11.25-12.5 
io. 5 


$3.23 $3.23 

$2.73 $2.73 x$2.73 : (4)9.9 (4)9.9 (4)9.9 

$2.70 $2.70 x$2.70 sulfur (499.2 (49.2 (499.2 

$4.45 $4.45 x$4.45 

$4.19 $4.19 $4.19 x$4.19 Kerosine 12,4(4) 12.4(4) x12.4() 
Bunker C, bunkers $2.70(2) $2.70(2) $2.70(2) x$2.70(2)x 1.5(2) 11.5(2) 11.5(2) x11.5(2 
it ) 

Boston, Mass. guar $2.83 $2.83 $2.83 x$2.83x 
Kerosine/No, 1.. .12.6(16) 12.6(16) 12.6(16) x12.6(16) do barges... $2.80 $2.80 $2.80 x$2.80x 
No. 2 fuel 16) 12(16) 12(16) x12(16) Diesel » 
Diesel oil, shore $4.704(2) $4.704(2) x$4.704(2)x 
@ Gian ys-428 4) nee 4) wen 8-428 ' &; _ 
) (4) (2) (4) x(2)$4. )x sistas 


5 $3.36(5 x$3.36(5)x Kerosine/No. 1... 12. (9) 12.5(9) 12.5(9) 12.5(9) 
Hn} Harti x$3.33(4)x 0 9 11.9111) hoa) Laat) 


Diesel oil, shore 
$5.06(3) $5.06(3) x$5.06(3) 12. . 
$3.33(6) $3.33(6) x$3.33(6)x ey $4.37 “ae Hr a wise 


; 35 
13.55(5 13.5809 n18.5(8) $3320) 33320) wauex 
- ; 4 
130848 13.056) us 5 < - ~ee sor" $5.04 185.04 
112) me xi1.1(2) Bunker C, bunkers $3.32 $3.32 $3.32 x$3.32x 
(a) Prices of some sellers to bulk commercial consumers are 0.15c higher than prices shown. New Orleans, La. 
Charleston, $. C. Kerosine/No. 1...113(4) 11.3(4) 11.3(4) 11.3(4) 
Kerosine/No. 1.12.36) 12.3(6) 12.3(6) x12.3(6) kis plo gape — — — 
9(6) 11.9(6) ey x11.9(6) may A 11.1(2) 11.1(2) 11.1(2) 
$3.28 x$3.28x 


12(3) 1208) x12(3) eal 
$2.78( $2.78(2 $2.78(2) x$2.78(2) 
arty $3.24(2) x$3.24(2)x [- rges...... i275 $2.75(2) x$2.75(2)x 


$3.21(3 $3.21(3) x$3.21(3)x ‘ss 

2 (2) $4.90(2) $4.45(4) $4.45(4) x$4.45(4) 
$3.21(4 $3.21(4) x$3.21(4)x bunkers $4.24(2) $4.24(2) $4.24(2) x$4.24(2) 
Bunker C, bunkers $2.75(3) $2.75(3) $2.75(3) x$2.75(3) 


12-12.75 12-12.75 $)12-12.75 12-12.75 Harbor 
11.25-11.75 (i1a6-11.76 (in25-1175 Pitas i175 maga eer 
Kerosine/No. 1.. .12.5(22) 12.5(22) 12.5(22) x12.5(22) 


9.9 9.9 x9.9 12.25(22) 12.25(22) x12.25(22) 
(3)9.85-10.15(2) (3)9.85-10.15(2) x(3)9.85-10.15(2)x . 11.9019) 11.9(19) x11.9(19) 

. 11.65(21) 11.65@21) x11.65¢21) 
(2)8.85-8.95 —(2)8.85-8.05 ——_x(2)8.85-8.95x 
12.306) 12.366) x12.3(6) 
GOS00M « GRSEEG) = BEAR (12)$4.23-4.72  (12)$4.23-4.72 x(12)$4.23-4.72x 
ii ite ale (12)$4.20-4.62  (12)$4.20-4.62 x(12)$4.20-4.62x 

$3.83 $3.83 183.83 

10.7° 10.7" 107° “s oa i 


(13)$3.33-3.43 (13) $3.33-3.43 =x (12)$3.33-3.43(2) 
(14)$3.30-3.40 (14) $3.30-3.40 —_x(13)$3.30-3.40(2) 


(2)$2.85-3.15  (2)$2.85-3.15 15: — 
by - 1 $3.68(2) $3.68(2) x$3.68(2) 
ease-a-1b (2)$2.85-3.15 15x ; $3.05(2) $3.6502) 53.050) 


12.9-13.35 $5.02(4) $5.02(4) x$5.02(4) 


peut 
No. 5 fuel. 10.45(3) 10.45(3) $4.76(3) $4.76(3) x$4.76(3)x 
No. 6 fuel. ......9.45(3) 9.45(3) 9.45(3) x9. Bunker C, bunkers (11)$3.30-3.40 (11)$3.30-3.40 = (11)$3.30-3.40 —_x(11)$3.30-3.40 
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Refinery and Terminal Prices 





DISTILLATES & FUELS 


76(3) 


ret Cc, bie $3.26(6) 


Keroetne os i. 


.12.4(4) 


No. 2 fuel....... 13.5(3) 


--11.5(2) 


Feb. 4 
12.5(7) 
11.9(8) 
12.3(5) 


$3.32(3) 
$3.36(4) 


$5.02(4) 


popes =| 
$3.26(6) 


12.4(4) 
11.5(3) 


11.5(2) 


12.5(10) 
12.25(7) 
11.9(10) 
11.65(7) 
12. 3), 
$4.33 

$4 0508) 


(2)$3.33-3.43(8) 
(2)$3.30-3.40(7) 


$3.68(5) 
$3.65(4) 


$5.02(4) 


$4.76(3) (3) 
Bunker C, bunkers (4)$3.30-3.40(6) Biss 30-3.40(5) 


Pt. E 


— 
ae 
2.2(4) 


$3.14 
$3.11(4) 


(4) 
Bosker G. bonkers 48 Hn 


Portland, Me. 
Kerosine/No. 1.. = ae 


No. 2 fuel 
Diesel oi 





. »12,4(3) 


(3)$4.18-4.26x 


13.2(4) 
12.2(4) 


12.2(4) 


$3.14(3) 
$3.11(4) 


$5.124(4) 
$3.11(4) 


12.7(9) 
12.1(9) 
12.5(3) 


$3.36(3) 
$3.33(2) 
$3.33 
12.6(9) 


12(9) 


12.4(3) 
$4.18(4)x 


$3.34(4) 
$3.31(4) 


$3.59-3.64 
$3.56 


$5.06 
$3.31(3) 
13.2(7) 
12.2(7) 
12.2(5) 
$3.78 
$3.24(6) 
$3.21(6) 


$5.124(5) 
$3.21(5) 


11.9(8) 
12.3(5) 


$3.32(3) 
$3.36(4) 


$5.02(4) 


$4.76(3) 
$3.26(6) 


12.4(4) 
11.5(3) 


11.5(2) 


12.5(10) 
12.25(7) 
11.9(10) 
11.65(7) 
12.3(6) 

$4.33(4) 
$4.03(5) 


(2)$3.33-3.43(8) 
(2)$3.30-3.40(7) 


$3.68(5) 
$3.65(4) 


$5.02(4) 
$4.76(3) 
(5)$3.30-3.40(5) 


13.2(4) 
12.2(4) 


12.2(4) 


$3.14(3) 
$3.11(4) 


$5.124(4) 
$3.11(4) 


12.7(9) 

12.1(9) 

12,5(3) 
rey 
$3.33(2 

$3.33 

12.6(9) 

12(9) 

12.4(3) 
(2)$4.18-4.26(2) 


$3.34(4) 
$3.31(4) 


$3.59-3.64 
$3.56 


$5.06 
$3.31(3) 
13.2(7) 
12.2(7) 
12.2(5) 
$3.78 
$3.24(6) 
cana” 


$5. 12405) 
$3.21(5) 


x11. 9(8) 
x12.3(5) 
x$3.32(3)x 
x$3.26(4) 
x$5.02(4) 


x$4.76(3)x 
x$3.26(6)x 


x12,4(4) 
*11.5(3) 


x11.5(2) 

%12.5(10) 
%12.25(7) 
x11.9(10) 
*11.65(7) 


x12.3(6) 


saga so 3 17) 
%(2)$3.30-3.40(7) 


oy r3r) 
x$3.65(4 


x$5.02(4) 
x$4.76(3)x 
x(5)$3.30-3.40(5) 


x13.2(4 
x12.2(4 


x12.2(4) 


aaiitbe 
«$3.11(4)x 


x$5.124(4) 
x$3.11(4)x 
ae 
x12.1(9)x 
x12.5(8) 
ues 
x$3.33(2)x 
x$3.3ix 


x12.6(9) 

x12(9) 

x12.4(3) 
x(2)$4.18-4.26(2)x 


x$3.34(4)x 
x$3.31(4)x 


x$3.59-3.64x 
x$3.56 


x$5.06 
x$3.31(3)x 
erst 
x12.2(7, 
x12.2(5) 
x$3.78 
saaiioe 
x$3.21(6, 


x$5.124(5) 
x$3.21(5)x 





DISTILLATES & FUELS 
Feb. 11 Feb. 4 Jan, 28 


a 


12.1(6) 12.1(6) 


$3.07(5) by Hi 
$3.05(5) $3.05(5, 


nkers 082(5) $5.082(5, $5.082(5) 
Bunker C, joakung’ $3.05(5) $3.05(5) $3.05(5) 


Toledo, Ohio 


Tampa, Fla. 
Ravetne/e: 1. 
0. 


Jan, 21 
«13.19 
x12.1 
x12.1(6) 


x$3.07(5)x 
x$3,05(5)x 


x$5.082(5) 
x$3,05(5)x 


13.2 13.2 
12.65 12.65 

12.95-13.65 
11.95-12.65 


9.85-10.35(2) 9.85-10.35(2) 
8.85-0.6(2) 8.85-0.6(2) 


17 5"9.85-10.35(2) 
No. 6 fuel....... 8.85-9.6(2) 


Wilmington, N. C. 


ay = ee 1...12.3(7) 12.3(7) 
a] 11.9(7) 


12(3) 
$4.17 


12.3(7) 
11.9(7) 


12(3) 
$4.17 


x12.3(7) 
x11.9(7) 


x12(3) 
«$4.17 
$4.89(3) 


Okla. (Okla. shpt.) 
9 WW. ene. . (2)10.875-11.625 
8 & abv. di. 


$4.89(3) $4.89(3) $4.89(3) 


(2)10.875-11.625 


é aici HHH Bae th Bae .375(2 ii 


(2)10.875-11.625 ce 


inobt lave 


.875-10.75(2) (2)9.875-10.75(2) (2)9.875-10.75(2 s.1a700 


Okla. Group 3 (Northern Shpt.) 

ti abe W.W. p- - (8)10.75-11.6 (3)10.75-11.5 (3)10.75-11.5 x(3)10.75-11.5 
oos7611 375 ———-:10.875-11.375 == 10.375-11.3875 —>_x10.375- 

No! 1 tosl. “y a pe et tga Cee S76 Triet 375(2) 


7 ; =: 0.75(2) % 19.75-10.75(2) 9 .75-10.75(2) on rt 0.75(2) 
A528 Os. 45-2.85 2)$2.45-2.85 


N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. .9.9-11.25 
58 & abv. di. 
Diesel......... 9.9-11.375 
$2.60-2.60 


9.9-11.25 


9.9-11.375 
$2.50-2.60 


9.9-11.25 


9.9-11.375 
$2.50-2.60 


x9.9-11.25 


9.9-11.375 
$2.50-2.60 
W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. pan 1-115 11-11.5 11-115 
& abv. di. 


10.75 


11-11.5 


E. Tex. (Truck transport lots) 


42-44 w.w. kero. .10-10.75 10-10.75 10-10.75 

& abv. di. 
i 9.5-10.5 9.5-10.5 
9.75-10.25 9.75-10.25 
(2)$2.50-2.75 (2)$2.50-2.75 


10-10.75x 
9.5-10.5 
x9.75-10.25x 
(2)$2.60-2.75 


ll 
10.75 
$2.60 
Kans. (For Kans. destinations only) 
42-44 w.w. kero, .(3)11-11.25 
58 & abv. 
. « -10.376-10.75 10.375-10.75 
(3)10.6-10.875  (3)10.6-10.875 
— tad 
$2.45-2.95 $2.45-2.95 


(8)11-11.25 x(3)11-11.25 


10.375-10.7 » 
eis 103s 
10.25 


*10,5-11.25x 
x10.375-10.75(2) 
10,125-10.875 

25-1 


$2.75 
*$2.45-2.95x 














ATLANTA, GA. 
1401 Peachtree ~_ 
PITTSBURGH, P 
Benedum-Trees Bidg- 
TEXAS cary, TEXAS 
Refine 


Highest Quality 
Petroleum Products 
e Gasoline 

e Kerosene 
Diesel Fuel 
@ Heating Oils 
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Feb. 11 
Ark. (For shpt. to Frk. & La.) 


42-44 w.w. kero. .11 r 
Tractor fuel 


0.2 (3) 
36-40 gravity fuel . 0) 


Oil City: 


Kerosi: 


+ at 4-14.8 
(4)14.1 
- +14 
(4)13.3-13.6 
ae, .05-10.3 
(3)9.3 


DISTILLATES & FUELS 


Feb. 4 


13-13.25(2) 
(2)12.75 
12.75 
12.25(3) 
11.5(2) 


12.75-12.85 
12.25-12.5(2) 


13,25-13.9 
12.85-13.1 
13.2-13.45 
_—— 
1 


(3)14.4-14.8 
(4)14.1 


14.6 

(4)13.3-13.6 

Hy reamaeed 
3)9.3 


Jan. 28 


13-13.25(2) 
(2)12.75 
12.75 
12.25(3) 
11.5(2) 


13.25-13.5 
12-12.5 
12.75-12.85 
12.25-12.5(2) 
13.25-13.9 
12.85-13.1 


13.2-13.45 
_——— 
1 


(3)14.4-14.8 
(4)14.1 

14.6 
(4)13.1-13.6 
ae 
(3)9.3 


Ohio—Quotations of 8. 0. Ohio for delivery to Ohio points. 


. 15(2) 


10.5-14.7(2) 
10-13.2(2) 
- -(2)83.25-3.65 


Truck (400 gn 
1860) 
15,2(2) 
13.7(2) 


San Francisco District: 


Tank Car: 

41-43 w.w. kero. .15.5(2) 
Btove 

15.2(2) 


14.1 
13.9 
12.9 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 
18.5(2) 
15.2(2) 
13,7(2) 


15.5(2) 
15.2(2) 


14.1 
13.9 
12.9 


10.5-12 
(2)10-11.25 
x$3.20-3.65 
%(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 
x(4)$2.70-3.05x 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.2(2) 


11.5 
11.5 


10.625 


62 
20 
00 
85 


x13-13.25(2)x 
x(2)12.75x 
«12.75 
x12.25(3)x 
%11.5(2) 


x13.25-13.5x 
x12-12.5x 
x12.75-12.85x 
x12.25-12,5(2)x 


x13.25-13.9x 
x12.85-13.1 
x13.2-13.45x 
x12.75-12.85x 
x12 


(3)14.4-14.8 
(4)14.1 

14.6 

(4)13.1 13.6 
il 


— 
x(3)9.3x 


x10.5-12x 
x(2)10-11.25x 
$3.10-3.65x 
$2.55-3.05x 
x15(2)x 
x10.5-14.7(2)x 
x(2)10-13,2(2)x 
x(2)$3.25-3.65x 
$2.55-3.00x 
x18.5(2)x 
«15.2(2)x 
x13.7(2)x 


x15.5(2)x 
x15,1(2)x 





DISTILLATES & FUELS 


Feb. 11 
Diesel fuel— 
PS 200... 


Tank Truck (400 gals. or more): 


40-43 w.w. kero. .19(2) 
Stove dist— 
PS 100... .... .15.7(2) 


14.2(2) 


Coast 
Shipe’ bunkers, or deep tank lots. 


San Pedro, Calif. 
Diesel—PS 200... $5.25(5) 


Bunker C—PS 400 (2)$2.65-2.95 


Francisco, Calif. 
Diesel—PS 200... $5. _ 
Bunker C—PS 400 $3.05-3 


Seattle, Wash. 
Diesel—PS 200.. . ee 
Bunker C—PS 400 $3.05-3. 


Dienel PS 200.. ae 


Bunker C—PS 400 $3. 


Mexi 
Shipe’ b bunkers; U. S. dollars per bbl. of 159 liters. 


Feb. 4 
13.7(2) 
$3.30(2) 
$3.05-3.13 
19(2) 
15.7(2) 
14.2(2) 


$5.25(5) 
(2)$2.65-2.95 
$5.46(4) 
$3.05-3. 
$5.71(4) 
$3.05-3.35 


$5.71(4) 
$3.05-3.35 


$6.45 
$3.70 


$5.73 
$3.70 


$4.40 
$2.85 


$5.73 
$3.70 


$4.40 
$2.85 


$2.85 


Jan. 28 


13.7(2) 
$3.30(2) 
x$3.05-3.13x 
19(2) 
15.7(2) 
14.2(2) 


x$5.25(5) 
x(3)$2.65-2.95x 
x$5.46(4) 
x(2)$3.05-3.35x 


x$5.71(4) 
x(2)$3.05-5.35x 


x$5.71(4) 
x(2)$3.05-3.35x 


$6.45 
«$3.70 


$5.73 
x$3.70 


$4.40 
$2.85 


$5.73 
x$3.70 


$4.40 
$2.85 


$2.85 


Jan. 21 
x13.7(2)x 
x$3.30(2) 
$2.98-3.00 
x19(2)x 
«15.7(2)x 
“14.2(2)x 


(2)$5.02-5.25(3)x 
(3)$2.50-2.70 


$5.25-5.46(3)x 
(2)$2.55-2.75 


$5.50-5.71(3)x 
(2)$2.90-3.10 


$5.50-5.71(3)x 
(2)$2.90-3.10 


Bs 


Be SF 
3 


BS SR 8s 
S38 83 es & 


85 
At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 
higher shown. 


consumers are 0.15c 


than prices 


NATURAL GASOLINE 
Prices are to blenders on -%ag Sammie. shipments may originate in any Mid-Con- 


tinent manufacturing 
FOB Group 3 


Feb. 4 


5 (Quotati 


Jan. 28 


) 5 (Quotations) 





FOB Breckenridge, Tex. 


Jan, 21 
5 Gale) 


Grade 26-70. .... 4.5 (Quotations) 4.5 (Quotations) 4.5 (Quotations) 4.5 (Quotations) 


LP-GAS 


Producers’ contract prices, tank cars. 


Feb. 11 
Propane 
New vv York Harbor 9.55. 


Shreveport, La... .5.25(3, 
New Orleans, La. 5.375(3) 


Feb. 4 


9.55-9.? 
Yaad 


$625 
5(10) 
5.3750) 
5.375(3) 

















New York 


Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION. 
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PETROLEUM 


CORPORATION 


INDEPENDENT 
MARKETERS 


A utellal= 





Refinery and Terminal Prices 





LUBRICATING OILS 
Western Penna. Feb. 11 Feb. 4 Jan. 28 
Viscous Neutrals—No. 3 sol. Vis at 70 F. 
200 vis. (180 at 100°) 420-425 flash. 
10 p.t.. . a 27(2) 


25(5) 


ca “ara (3)20.5-21.5 (3)20.5-21.5x  -20.5(4) 20.5(4) 
erseeevee «(3/21 22.5 (3)21.5-22.5x —-21.6(4) 21.5(4) 

00 faa .. .(3)28-24(2) (3)23-24(2) (4)23-24 (4)23-24 
‘(2)24-25(2) (2)24-25(2) (3)24-25 (3)24-25 


IB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 
100" 0-10 p.p. 


25.5 25.5 25.5 
= 5 (2)23.5 (2)23.5 x(2)23.5 
23 23 23 


04105 P. Dvn sees 22.5 22.5 22.5 22.5 
Bright Stock—Solvent 
150-160 vis., 
0-10 p.p., 3.05 vai. (4)25.5-26.5 (4)25.5-26.5 
Neutral Oils—Conventional—Pale Oils 
15.75 15.57 15.75 


16 16 16 
18.25 18.25 18.25 


18.5 18.5 1 
Lapis. 75 (2)18.75 (2)18.75 x(2)18.75 
col.1 19 1 1 


9 
119.25 19.25 19.25 19.25 
1.19.5 19.5 19.5 19.5 


(4)25.5-26.5 x(4)25.5-26.5x 





v.i. 
(2)21-22(3) (2)21-22(3) (2)21-22(3) x(2)21-22(3) 
3 aLeaRe, G3) 36.259 (3)21.25-22.25(3) x(3)21.25-22.25(3) 
(2)21.75-22.75(2) (2)21.75-22.75(2)§(2)21.75-22.75(2) (2)21.75-22.75(2) 





LUBRICATING OILS 
— Stocks Feb. 11 Feb. 4 Jan. 28 Jan, 21 


8r., 
olive green... 19.5 19.5 19.5 19.5 


P Guif pias Refined Qils from Mid-Continent grade crude; FOB ship at Gulf 
or ex 
Bright Sto Stock, vis. at 210- 

0-10 p. \ e 95 v.i.26.5(4) 26.5(4) x26.5(4) 


Neutral nendilens YY 100-; 95 v.i.; 0-10 p.t.: 
100 vis, 22.5(4 22.5(4) x22.5(4) (2)21-22.5(3) 
na x23(4) eles 


x24(4) (2)22.5-24(3 
(2)25-25.5 x(3)25-25.5 (2)23.5-25.5 


(2)25-26.5(3) 


24(4 
(3)25-25.5 
$ 
Vis. at 100- F., FOB 8. Tex. refineries for domestic and/or export shipment. 
Pale Oils: 


os 15.5(5) 15.5(5) 15.5(5) x15.5(5) 
. 2-3. .17(5) 17(5) 17(5) x17(4) 


17.5(5) 17.5(5) x17.5(4) 
18(5) 18(5) x18(4) 
18.25(5) 18.25(5) %18.25(4) 
18.75(5) 18.75(5) %18.75(4) 
19.25(5) 19.25(5) x19.25(4) 


15.5(5) 15.5(5) x15.5(4) 
17(5) 17(5) x17(4) 
17.5(5) 17.5(5) x17.5(4) 
18(5) 18(5) x18(4) 
18.25(5) 18.25(5) x18.25(4) 
18.75(5) 18.75(5) x18.75(4) 
19.25(5) 19.25(5) x19.25(4) 


AVIATION GASOLINE 
Gulf Coast]Cargoes Feb. 11 Feb. 4 Jan. 28 


Grade 115/145. . .19.25 19.25 «19.25 
Grade 110/130. . . 17.75 17.75 417.75 
Grade 91/96 16. 16.25 x16.25 











Superior 


Specifications 


CYLINDER 
i moka a 


Fine Lubricating Qualities 


Am Claselicmelilemaltiiem all slalecliics 


DEEP ROCK DIVISION 


KERR-McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. © PHONE RE 9-0611 








MANHOLES 


age gy poet snot, In sizes’ 6” 1.D. x 6” deep, 8” 1.D. x 7/2” 
deep 0” LD x7 les are of rib-reinforced cast iron. 
1 is non locking. No, 62 is locking type, 
peak Hy All have non-skid diamond tread on lid with space for 
product identification to your specifications at no extra charge. 


Write for complete information and prices. 
Available at your local oil equipment jobber. 


60 is steel skirted. No. 





UNIVAL 


P. O. BOX 444-N 


UNIVERSAL VALVE COMPANY 
ELIZABETH, N. J. 


STANDARD CENTRIFUGAL PUMPS 
for Bulk Station Service 


@ 7 Sizes: up to 600 gal. per min. 
@ Total Dynamic Head: up to 275 ft. 


@ Available from stock in Ail ron, Bronze 
Fitted, or Stainless Stee! Construction. 


Write for Circular No. 190N 


[Jean Arornens Pumps Ne. 
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AVIATION GASOLINE NAPHTHAS & SOLVENTS 


(MIL-F-5572) Feb. 11 Feb. 4 Jan. 28 Jan. 21 
Feb. 11 Feb. 4 Jan, 28 
. 1756) x17.5(5) 16.5-17.5(4) (4)16.5-17.5x 
«20.1 
«18.6 
x18.1 
19.5(4) miei rier 
18.5(4) x18.5(4) (4)17.5-18.5x 
x20,2 
«18.7 
«18.2 
19(4) x19(4) tes 
x20 . -18(8) x18(5) 17-18(4) (4)17-18x 
«18.5 
x18 


‘naphtha 18.5(4) x18.5(4) (3)17.5-18.5x 
x19 Mineral spirits. . 75 x17.5(5) 16.5-17.5(4) (4)16.5-17.5x 
x17.5 
x17 Providence, R. |. 

V. M. & P. 
naphtha........... abine cin 19.5(2) 
- 5 Mineral spirits . . .18.5(3) 18.5(3) x18.5(3) (2)17.5-18.5x 
‘- 
x17 FOB Group 3 
Stoddard solvent . (3)13.375 (3)13.375 x(3)13.375 12.375-13.375(2)x 
19.1-20.1x Cleaners naphtha.(2)13.875 (2)13.875 x(2)13.875 12.875-13.875x 
Ser ‘naphth.......(4 (4)13.875 x(13875 12.576 1B ATSC 
PF F i a (4)12.875 x(4)12.875 
7 Sie x(4)12.875 
x20.1 Lacquer diluent. ‘2 )14.125-14.375 (2)14.125-14.375 (2)14.125-14.375 x(2)14.125-14.375 
x18.6 Bengzol diluent. . . (2)15.125-15.625 (2)15.125-15,625 (2)15.125-15.625 x(2)15.125-15.625x 
xi8.t Western Penna. 
Oil City: 
19.85(2) x19.85(2) Stoddard f 17. 
18.35(2) x18.35(2) solvent . 18 x18 x17.5 
18,35 «18.35 


PARAFFIN WAX 
Feb. 4 Jan. 28 Jan. 21 JET FUEL 





Pittsburgh: 
Stoddard solvent . 18(3) 18(3) x18(3) 


(MIL-F-5624) 
Feb. 11 Feb. 4 Jan. 28 Jan. 21 
Gulf Coast Cargoes 
icltiog pointe oe ore AMP, 3° than EMP. Prices for carload lots. Domestic pz Grade JP-4 (2)10.5-11 x(2)10.5-11x 10.25-10.5(2) 10.25-10.5(2) 


FOB refinery; scale refined, slabs loose. Export prices FAS; — 
bags or bbis.; fen bias tale 


6.25(3) x6. 25(3) (2)6-6. 25x 


Western Penna. Feb. 11 Feb. 4 Jan. 28 Jan. 21 

8.6(3) 8.6(3) Bbis.; carloads; tank cars, 2.25¢ less. 

9.05(4) 9.05(4 i (2)8.375-8.625x  (3)8.375-8.5 (3)8.375-8.5 (8)8.375-8.5 

9.05(4) 9.05(4 i 8(4) 8(4) 8(4) 

10.55 10.55 (2)7.875-8.125x  (3)7.875-8 (3)7.875-8 (3)7.875-8 

x(3)7.5-7.625x 7.375-7.5(3)  7.375-7.5(3) _7.375-7.5(3) 
(3)6. 5-6. 625 (3)6.5-6.625  (3)6.5-6.625 
(3)6.5-6.625 (3)6.5-6.635  (3)6.5-6.625 
(3)6.25-6.375  (3)6.25-6.375 (3)6.25-6.375 

x6.125-6.25(2)  6-6.25 6-6. 252 6-6.25 


onoen voor | SAVE GASOLINE WITH 
on price | NEW ConserVEwr 


HANDBOOK 


ca Te be wtemed ta Mey... | | GULLETIN 5155 TeLLs YOU How 


Containing all vital price informa- 
tion for 1956... As always a 


limited edition . ..$20 per copy... M ! D a A N DB) 
Reserve yours now . . . Send check 
= Cy sehcmcbael peste Fags SPECIALTIES COMPANY 


Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 




















Oil Equipment Distributors have our NEW Complete Catalog. Ask for it. 
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Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, include where levied are indicated in footnotes. Discounts y any, are shown 
tion fees, amounts of which may be obtained by writ to in footnotes. These prices in effect February 15, 1 57, as sted by 
NPN. Gasoline taxes, shown in separate column include 3¢ federal principal marketing companies at their headquarters’ offices, but 
and state taxes; also city and county taxes as indicated in footnotes. subject to later correction. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 





New York City 
Manhattan .. 


Nn: VN: 


wieteis> is: 


ee ek et ee ee 
[ND BNOONSaNN 
“A 


- on. Stvobe 


vet a 
... x15.9 
. x59 
18.3 
19.0 , 14,3 
*Com. cons. t.c. prices 0.15¢ higher. **Prices applicable to a res‘ricted area are 0.2¢ lower. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. Benes 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 
—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. : 
Notes: Premium-grade t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
Effective dates: @ Jan. 15; + Jan. 19; AJan. 23; @ Jan. 29; x Jan.30; tFeb. 1. 


oo 
wa 


Sos SOS OM I =3 Pe veh mM ida 
Mmoocooooooooooooooooooooooo 


12.5 
12.4 
13.9 





ncllenes | ORAM anteigtadoas the Taied Sintnd of Tetns | Stumdurd of Prices ame ast tock posting. ox a tom, worl. 
where the company’s prices are publicly California for other deliveries. 


fi 
iff 
3 


) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 


T.W. T.W. 


Chicago, Ill. ....... 17.3 19.3 
South Bend, Ind. |. 18.0 19.5 
Detroit, Mich. ...... 17.3 188 
Mpls.St. Paul, Minn. 18.8 


=] 
5; 


T.W. gal &over 
8 4 
8 


San Francisco, Calif. 


18.1 
19.1 16.8 
18.1 16.2 
18.5 (a) 
18.1 15.0* 
18.0 \ 15.4 

4 

1 

4 

3 


bp ad ah so I a gah 
Srronmenmoonooud 


8. 
Al6 14.6 13.6 
18. +14.9* +13.9* Bag abenha Ae 
Fargo, N. D 19 17.2 16.2 Boise, Idaho 
Huron, S. 19 17.6 15.4* Salt Lake City, Utah 
Milwaukee, 19.0 18.0 + Honolulu, T. H. ... 
Effective dates: x Jan. 16; @ Jan. 19; + Jan. 25; A Feb. 11. — Alaska . 


$O 90:0 SO 90 ~2 3 0010 ~1 90 
SeooSCoefsoosco 
— 
2298 PDH O10 O00 01 
SOUSSWUUUSSDOOSOS 
een et et et et et ee ee 
> RPRAADARADUAwW Sm 
* ONCoDC OCCUR S~IN 


AAUUPUSNSOCHAUOCA 


CORRS SHISHA 
- 


me et eek et et et et ee et ee 


‘. weoaies enste *Standard No. 2 Burner Oil. 
Furnace Taxes: Honolulu—Diesel/furnace oil is ex 1¢ territorial tax; 
100-399 400 gal 1-749 750 gal 1-749 750 gal ol TY prioes are ok egret ioe anal 18 resellers, 

gal over gal over gal over 2.5% to consumers. 

15.6 x12.45 x11.7 xl1.15 x104 Fonte saagene wg EY 

Standard Furnace Oil 1¢ f 199 
100-174 100-349 175-849 350gal 850g | ELT Sinaey gal’ encepe te muting trade in Alaska where 
gal gal gal =&over & over 5¢ erential applies to 40-399 gal: for less than 40 add 5¢ 
Mpls.-St. Paul ...... 16.0* mie 15,.3* at, 14.8* gal, ex at Honolulu add 5¢ for less than 40 to trade 
Milwaukee ate 17.0 16.5 Gis and less than 100 gal to trade. 


Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines prices are 3¢ higher than Chevron for quantity de 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, Kerosine—Add to 400-gal-and-over price 11¢ for less 20 pal. 
tion, consumer & use taxes to be added, where applicable. +, for 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, 


Red Crown c.t.w. pri ibject to 
Uttitimtstos tia. == jesel, furnace & stove oils—Add to 400-gal-and-over price S¢ 
emporary price. for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 
Effective dates: x Jan. 16; MJ Jan. 19; + Jan. 25; A Feb. 11. x Effective Jan. 17 except Alaska, Jan. 18. 


DON’T STOP TO FIGURE — USE OUR PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CAN SUPPLY ANY RATE FROM .07 TO .351 — IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALLONS. GALLONS SHOW IN RED INK AND DOLLARS AND CENTS IN BLACK. 


NEW Feature: 1000 to 9000 Gals. in 1000 steps. Cae 


DEGREE DAY SYSTEMS 39-30N 58th St., Woodside 77, N. Y. TWining 8-6666 
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Esso Gasoline 


ae Kerosine & 

» Cons. Gasoline No.1Fuel No. 2 Fuel 
Taxes T.W. T.W. 
16.0 15.6 
16.0 


ee 


AIIIAAIISS~SIAISIIAAA 


D\ “i 50 G0 90 ~3 90 99 99 ~1\O 3 


sar 
Charleston, S. C. 
Columbia 


Baton Rouge . 
Alexandria 


eed 


ISRIRABIARAS 
. . . . . . . = 
RIARORRDAIWY Clow wDVAwWPOX n 


ee ee 


Ube winlolom emt Pa DOD Wein MUN BUOND rivolo = 
MNININVNANAANS 


Cee ee tl ee tee lll ell eel ional 
COSSSSSSSSSSSSSSSSOwOwOW Ow wowwwwrwrwon~i~) 


WNoooooooooSoooSSSoOoSoSSSoOSSSOOSOSSOOSOS 


— 
oo 
o 


. . 


17. 17, 


No. 4 Fuel No. 6 Fuel 
Newark, N, J. ... t$4.754 t$3.886 
nore, Md. : t 4.99 t 3.93 
Washington, D. C. 1,050 gal minimum . t 5.18 t 4.03 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. tEffective Jan. 15. 





Atlantic Gasoline (Regular) 
Dir. Cons. 
T.W. T.W. Taxes 


_—— 
== 


gt 
Hartford, Conn. 
New Haven 
Boston, Mass. .... 
Springfield . ies 
Providence, R. I. . 
Camden, N. J. ... 


++ 
= 


aa 


+++++++ 
et ek et eh te et eet ph pet pee eh Ph 
mMOrdDOUNS wml A RRO Mm 
SSSLONAIIIAI INAH NwwWwoM: rr ls: 
eccoooooooooooooooooo:***r*r rf 


ABIIIVSAIIAAAAAAAgD 


ANNAN Ae 34> SALAD AR EMADM. 2 6 6 6 ee ee 
KAWwWNInwale e 8 . . . . . . . . . . 
— 


++ 
ss 


WE Sas. 68, es 


: 


Fair trade 
minimum s. s_ x19.9 20.9 


Dealer cost: 23% 

below fair-trade 

minimium s. s. 
Consumer t.w. .. x15.8 16.6 9.0 

Notes: Premium-grade t.w. prices 2.5¢ above regular. 

Kerosine—Penna., add 1¢ ber for t.w. deliveries of less than 100 
gal. at one time. Camden—Add 1¢ for deliveries of 100-299 gal., 
2¢ for less than 100 gal. 

Effective dates: + Jan. 16; @Jan. 30; xJan. 31; AFeb. 1; 
t Feb. 6; @ Feb. 15. 


9.0 Phila. 
Pa. 11.11 





A copy of this quick-reading, 8-page 
booklet is yours for the asking. It con- 
tains many facts on the benefits de- 
rived from your business paper and 
tips on how. to read more profitably. 
Write for the “WHY and HOW 
booklet.” 


McGraw-Hill Publishing Company, Room 2710, 
330 West 42nd St., New York 36, N.Y. 
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STOP those Parking 


and Loading Hazards! 
YA //Z 


Your 
Truck 
can't 
slip 
with 


ZANTEEL 


SAFETY WHEEL BLOCKS 


——belong in the safety program of every fleet owner. They 
save their cost in eliminating accidents due to slippage at 
loading docks or parking on steep grades. 

Economical, durable, easy to handle and store. Furnished with 
cast-on gripper teeth or with removable calk. Non-breakable 
construction of high-strength alloy steel unit-casting. 

For details, sizes and prices— 
WRITE FOR NEW BULLETIN P-57 


CALUMET STEEL CASTINGS CORP. 











Tank Wagon Prices 





1G 
alte 


60 GO 60 68 09 60 CO 

added ett 
ARNAAAAAR A 
AADAARAAARAARH 
AARAAARARAAAA 
AAAAAAAARAAARAR 


— 
AAR 
ann 


| é Y 16, 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 or more; for 50-99 add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. = 4¢ above regular, 2s 3.5¢ 
above regular. S.S. prices are at company-operated stations. 
x Effective Feb. 6. 
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imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
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Coming Soon 
THE ALL NEW 1956 


Scadliguntiicnntionntionstionntiemdindieatioad 
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OIL PRICE HANDBOOK 


(33rd EDITION) 


Containing all vital oil price information for 1956 . . . all prices and 
price changes . . . daily and monthly highs and lows . . . yearly averages 
of highs, lows, and highs-and-lows . . . for any given petroleum product 
. . . the most complete single source of price information in the oil 
industry. 


Used by oil executives .. . marketers .. . buyers . . . sellers . . . statis- 
ticians . . . research analysts . . . accountants . . . in fact for anyone 
who deals with oil prices in any way. 


Platt’s Oil Price Handbook comes to you bound in an attractive hard 
durable cover, indexed for easy reference . . . Price $20.00 per copy. 


The Handbook, because of its nature, is published in limited quantities. 
We suggest you reserve your copy now. You may either send a check 
with your order or we can bill you later. 
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WRITE TO: R. H. Loyer 
Platt’s Oilgram Price Service Taxes: Gasoline taxes 


= include these city 
330 West 42nd Street, New York 36, New York Fe, Cheyenne & Casper. te. 0.5¢; Santa 
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Crude Oil Prices 


Domestic—Prices 





in effect Feb. 15, 


2.43 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 


Beas, Gres Creek, oD: Beso, 


Cai 
§ 


& Other Fields: 
—— ansas 





D: Esso, Arkansas Fuel, 


Haynesville & Other Fuels: 
Tid cbeve deacae f, Esso. 


COLORADO 


1 Sehedate .. : Phillips. 


Logan, Morgan, Washington, & Weld 
Cojehedule E: Stanolind, Pure, Sinclair. 


KANSAS 
Schedule A: Stanolind for all counties ex- 
borne, Rooks. 











H: Esso, Arkansas Fuel, Sohio. 


LOUISIANA—Coastal 
Other Fields: 


& 
EScnedule Gs Gull 
Blue below 28¢: 
10¢ above Schedule O (24-29 gravity): 
LOUISIANA-~East 
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LOUISIANA—South 

Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule , Texaco. 


MISSISSIPPI 
Carthage Point & Other Fields: 
Schedule F: » 


Fayette & my Fields 
a Se : Esso, Sohio. 
ab: 


Schedule I: Lang 
Eucutta & 


Other Fiel 
50¢ below Schedule : “(18-80 gravity): Gulf. 


MONTANA 


Elk Basin 

Elk Basin (Embar-Tensleep Madison) : 
K: . & Carter (schedule 

extends down 15 gravity). 


Sour Crude: 
Schedule K: Continental. 
Sweet Crude: 
E: Continental. 
Cut Bank: 


P Schedule A: Phillips, 
‘on 
Schedule M: Phillips. 


Frontier) : 


Carter, Texaco. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 
we E: Gulf, hg Stanolind, > 
bers — a (schedule ends. 
ow 
5¢ above Schedule E: Continental. 


NEW MEXICO—Sour Crude 
Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, nar Maqnelie. 
5¢ above Schedule Q: Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, , Comer, 
Texaco, Continental, Shell, Pure, Cities 
Service, Sinclair, Magnolia 


§ 
OKLAH 

Schedule B: Stanolind, Carter, Texaco, Shell, 
Pure, Service, Sinclair (schedule ex- 


Cities 
tends down to 15 gravity), Magnolia. 





TEXAS—East Texas Field 


S2 25 Flat Price: Cities Service, Humble, 
ps, Texaco, Sinclair, Gulf, Stanolind, 
Magnolia, Shell, Sun. 


TEXAS East Central 


Schedule N: Humble, Pure. 


NEWS 





TEXAS—Gulf Coast 


Fields 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 
Schedule A: Stanolind, Texaco, Continental, 
Magnolia (schedule ends with 


Pure, S 
below 29 gravity). 
TEXAS—Northeast omens Crudes) 
Taleo & Other Fields 

Schedule P 


Texaco, Humble (schedule ex- 
Bad. 


TEXAS—Panhandle 
Carson, Gray, Hutchinson, & Wheeler Counties : 

Schedule A: Hum’ Texaco, Magnolia. 
(schedule ends with below 29 gravity). 

Q: Phillips. 

Quinduno: 

Schedule A: Phillips. 
TEXAS—Southwest 
Kelsey Re Other Fields 

10¢ above Schedule nH: Humble, Sun. 
Mirando Ls Other Crudes: 

30¢ above Schedule J (24-29 gravity): 
Humble, a Magnolia, Texaco. 
an above Schedule J (24-29 gravity): 


—— Light & Other Crudes: 

above Schedule H: _———. 
Refugio Heavy & Other Cru 

mR... above “Schedule J (20-26 Guectay) 1 


Sin- 


TEXAS—West Central 
Schedule Bs Tag mes Stanolind, Texaco, 
one, ses 9 ities Service, (schedule 
with below 25 gravity). 
pe ee: Texas Sweet 
Schedule A: Gulf, Phillips, Stanolind, Tex- 
Shell, Cities Service, Magnolia 
le ends with below 25 gravity). 
lule E. Gulf. 
—West Texas Intermediate 
Schedule E: Gulf, Phillips, Stanolind. 


TEXAS—West Texas Sour 
Schedate Gulf, Stanolind, Hum- 
= Tezaco, Pure, Cities" Service, Sinclair, 





Bt era 
Meadow Creek & Other Fields: 

hedule E. Pure. 
Schedule K: Continental. 
Winkleman Dome & Other Fields: 

Schedule K: Stanolind, Pure, Sinclair, 8 
eS OS Sees geet fe 
gravity), Contin 








3 tal. 
Johnson, Niobrara & Park Counties : 
Salt Creek "Geeck Field (Teneleep Crude 

Schedule A: Stanolind O Ts. o 





Crude Oil Prices 





FLAT PRICES 
ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 

Ill. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, Ashland, 
ulf, Sohio) 

Ill. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Schio) 


KENTUCKY 


Butler Co. area (Owensboro- 
Ashland) 


Owensboro area (Ashland) 
Ragland Grade (Ashland) 
Somerset Grade (Ashland) 


Western Ky., all fields & pools 
(Sohio) 


LOUISIANA 

Bivens (Atlantic) 

Neale (Atlantic) 

Sweet Lake (Pure) 
Urania (Ark. Fuel) 

Ville Platte (Continental) 





MICHIGAN 
Only lowest and highest pines of 
company are shown below 


each 


Bay Pipe Line: 
Deep River (sour), West Branch 
(sour) Bs 
Lake George 

Leonard Pipe Line: 

Clare City 
Fork & other fields 


Pure: 


Adams & wd River 
Coldwater : 


Simrall : 


Grant 
nen Sun Denslow 


Sohio: 
Coldwater 


MISSISSIPPI 


Baxterville: 
Condensate 
Crude (Gulf) 


(Gulf) 

MISSOURI 
St. Charles (Sohio) 

MONTANA 

Darling (Carter) 





OHIO 

Cleveland & other fields (Sobio) 
Corning (Ashland) 

Corning (Seep) 

Lima (Sohio) 


PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) .... 
Eureka, W. Va. (Seep) 

Middle Penna. (Seep) ... 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


TEXAS 
Chapel Hill: 
Condensate (Sinclair) 
Crude (Sinclair) 
Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) 
Darst Creek (Humble) 
Tomball (Humble, Magnolia) 
Van (Humble) 
Van (Pure) 


WYOMING 


Big Sand Draw Condensate 
(Sinclair) 





S. O. California prices, All gravities above those quoted take highest price offered for field specified. 


Buena 

Vista* 

$2.54 
2.59 
2.68 
2.68 
2.72 


Gravity 


nt 
“ae 
a 


Sar SRSQSSREIVSS 


2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
3. 
3. 
3. 
3. 
3. 
3. 
3. 
3. 
3. 
3. 
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CALIFORNIA 


Elk Huntington 


Kettleman 
Hillst Beac! Hills 


Inglewood 


bd 


Rad 


abst of abst at att abet abet cot abet at a ee 
> SBBRRGARSRLSSSSLES: 
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Go Cece cece cececetocecococeconen-. - : 


soococrcomcomee: 2: 
SRSSSSSABS: : ss: 


*Prices are same for Elk Hills (Shallow) ond “Midway Sunset, 


tStevens Zone. 
fLong Beach. 


Si, ae Wheeler 


Torrance 


$2.67 
2.71 
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Foreign—Prices in effect Feb. 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 
VENEZUELA MIDDLE EAST (cont.) 


rices FOB vessels at ports shown; effective at time vessel | ‘yp ttlAght (4 Abeden).-;-- S008 ian 
i tities vessels at ports s . . 
wii A oer = } aoe t notice, and to availability and other terms stated Branch). Shell Pet., Galt Int’ Iran Calif., 
below; 2¢ per bbl. differential per ee of gravity applies for gravities below and above those Mobil = ‘Atlantic, 
shown, except as noted. Prices for crude oil sold at points other than those indicated ste 
to variation from prices shown below to reflect any change in transportation and term g 
requirements. Key to companies posting: 1—Colon Development, 2—Compania Shell de Vene- 
3—Creole Petrolum, 4—International Petroleum, S—Mene Grande, 6—Richmond Explo- 


Eastern, Signal Int'l, Am. Independent. 
Iranian Heavy (ex Abadan 31-31.9 1.67 
« BP Trading, 


ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 


Crude 

Anaco Wax .... 

Bachaquero 

Bachaquero 

a me ea ree 
achaquero Heavy 

Bolivar Dist. H 


Cruces/Manueles 
Cruces/Manueles 
Cumarebo 


Guere (Crude Waxing) . . rtc 
J i a le 


Mara .. 
Mata .. 
Merey . 
Mesa .... 


Motatan .. 

Mulata 

Oficina ... 

Oficina . 

Oficina . 

Oficina 

Oficina 

Paconsib 

Pedernales 

Quiriquire 

See ore 

Santa Rosa 
Stabilized Condensate 

Santa Rosa 





Stabilized Condensate 


San Joaquin .. 
San Joaquin . 
San.Joaquin .. 
San Joaquin . 
Santa Barbara- 
Officina Blend 
ito 


FOB Port 
Puerto La Cruz 
Las Piedras/Amuay 


. Bachaquero, Cabimas 


Cardon .. , 


.. Lagunillast 


Bajo Grande 
Cabimas (Jetty)t 
Cardon...... 
Las Piedras 

Las Piedras 


Puerto La Cruz 


Cardon ... 
Cardon . 


. Las Piedras/Amuay 


Las Piedras 


. Las Piedras 


Las Piedras . 
Lagunillast 
Amuay . 


.. Puerto La Cruz 
. Puerto La Cruz 
.. Cardon . 
. Las Piedras 


Las Piedras 
Las Piedras 
Las Piedras 
Palmarejot 


:.. San Lorenzot 


Caripito 


. Puerto La Cruz 


.. Puerto La Cruz 

. Puerto La Cruz 

.. Cardon : 
... Capure (Pedernales)t 

. Caripito .. ; 

. Puerto La Cruz 


Puerto La Cruz 
Puerto La Cruz 


Puerto La Cruz 


. Puerto La Cruz 
.. Las Piedras . 
Las Piedras . 


... Puerto La Cruz . 


each full 1 de 


_.... Tucupitat 
Differential per 2 degree gravity: 
gravity above 41.0 and for each full 4% degree gravity below 41.4. Shallow 


Posted By G 


Flat 


-UN~ awnNnwou to CWeWNNDWEUWWUUNOw & OUNNNUON UENWNNW 1 PWWH KE NBUNNANNNEUNWWY 


—— 


Flat aX 
24.0-24.9 
3 . 240-249 . 


ravity 
41.0-41.9 

Flat 
13.5-13.9 


: Flat 
About 15/16 
«| Flat 
About 15/16 . 
About 15/16 .. 


41.0-41.9 
. About 47/48 . 


PPPPPPPPPLEPPLYPPNI 


Boe iain @eee 
= O Go 00 0 OOO oo 
# Hs 


PY 
S 
~ 


water mooring. #Also available at La-Salina at 3¢ bbl. less. tAlso available 





MIDDLE EAST 


nlif,, Mobil Overseas, Tide Water- 
Leong ne 
hfield et Int’l, San Jacin- 


Kuwait (ex Mina-al-Ahmadi)....31-31.9 | 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 
Quator (ex Said) 
Esso Export, Mobil Overseas 41-41.9 
BP Trading, CFP, Shell Pet. 40-40.9 
Eastern Mediterranean 
Gravity 





2.10 
2.08 


Crude 
Arabian (ex Sidon, Lebanon) 
Esso 


Price 


¥ 2.65 
Iraq (ex Tripoli, Lebanon/Banias, ) 
Esso Export 


ty phy ep 
8 u as 

wak Oilfields , ex local port or 
government for crude within gravi 
range stated, loa in full cargo lots. 
Seria Light, 37-38 API $2. 


Canadian Crude Prices 


Posti of Imperial Oil Ltd. Prices are 
in Conntion dollars per bbl. of 35 imp. gal. 


Alberta 





Fenn-Big Valley .... 
Golden = neha 
Joarcam-North . 
Joarcam-South 


New Norway D-2 . 
— Norway D-3 . 


Sun ; 
Westward Ho 


Manitoba 
Daly area . 
East Cromer (Daly) . 


Virden area 
Woodnorth 


Ontario 

Oil Springs Receiving Station 
Sarnia by t.w. or t,c. 

12th Line Receiving Station 


Turner Valley (Alta.) Crude: Prices: FOB 
producers —— begin with 33-33.9 grav. 
at $2.665 with 2¢ di mtial per deg, of 
grav. to 64 & over at $3.285. 





Prices are per bbl. of 42 U.S. gals., exclusive 
of local port or other governmental charges, 
sales taxes, etc., if an: Bagh nr Fig me 
dicated, for gravities s' 3 2¢ |. differ- 
ential per degree of gravity applies for below 
and above those shown. 


Basrah, Iraq (ex Fao, Iraq) 


NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
17.21 13.45 
17.34 13.08 
16.20 12.52 


POR ae 36-36.9 1.87 

Overseas, 
hell Pet. .... 35-35.9 1.85 
Iranian (ex Bandar Mashur)....34-34.9 1.91 
BP Trading, Esso Export, Shell Pet., CFP 
Mobil Overseas, Texaco (Iran), Am. Indepen- 
dent, Iran Atlantic, Richfield Iran, Signal 
Int’l, Sohio-lran, Tide Water-Iran, Hancock 
Int’l, Pac. Western-Iran, San Jacinte East- 

ern, N.I.0.C. 


Crude 

Arabian (ex Rastanura) 
Esso Export, M. E. Crude Sales 

Mobil Overseas 


Gravity Price 











$4-34.9 $1.93 
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Gasoline Consumption by States, October 1956 


(American Petroleum Institute figures) 
Tax Ratet 


™, t £. 





Oct. 1956 
Gallons 
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tThese are State tax rates nm. In addition there is the Federal Tax of three cents (3¢) per gallon. 
*Consum| to Decem 


per gallo. 
a California subsequent to ne i 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quantities 
nor prior to December 1, 1 


‘DD. of C. July revised to 16,459. 


ption 
of which are not a 
1) Missiauippi July revised to 901. 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 
gasoline in 54 representative U. S. cities on Feb. 1 compiled by 
National Petroleum News are shown below. Figures are in ¢ per 
gal.; (i) and (d) indicate increase or decrease as compared with 

. 1. Tax column includes only motor fuel taxes levied as.such. 
State and/or local sales taxes, where applicable to motor fuel, are 
included in service station (tax included) prices at points marked 


with # sign. 


Average US. .......... 


Dir. T.W. 
(ex tax) 
i-17.24 
i-16.40 
i-15.90 
i-18.30 
i-14.90 
d-14.90 
i-15.90 
i-17.90 
i-17.30 
i-15.90 
i-16.10 
i-17.10 
i-16.70 
i-17.20 
i-17.30 
i-16.80 
i-17.30 
i-16.40 
i-18.10 
i-17.60 
i-16.90 


Service 
Station 
(ex tax) 
i-22.66 
i-21.90 
i-21.90 
i-25.30 
18.90 
19.90 
20.90 
i-24.50 
23.60 
i-20.90 
i-20.90 
i-21.90 
i-23.20 
i-22.90 
i-24.90 
i-19.90 
i-22.90 
i-23.80 
i-23.10 
i-22.60 
i-21.90 


Tax 


(incl. 3¢ 


Service 
Station 


federal) (incl. tax) 


8.79 


i-31.54 
i-31.90 
i-29.90 
i-33.80 
26.90 
26.90 
29.90 
i-31.70# 
31.504 
i-27.90 
i-29.90 
i-29.90 
i-32.20 
i-31.90 
i-33.90 
i-28.90 
i-32.90 
i-33.80 
i-33.30# 
i-32.60 
i-32.90 


’ Los Angeles, Calif. 


Memphis, Tenn. 
Louisville, Ky. ... 
Cleveland, Ohio 
Cincinnati, Ohio ... 
Indianapolis, Ind. . 
Chicago, Ill. ...... 
Detroit, Mich. .... 
Milwaukee, Wisc. . . 
Twin Cities, Minn. . 
Fargo, N.D. . 

rome 8 S.D. 


Wichita, Kans. 
Tulsa, Okla. ne 
ittle Rock, Ark. 
New Orleans, La. 
Dallas, Tex. 
Houston, Tex. 
Albuquerque, N.M. 
Denver, Colo. 
Cheyenne, Wyo. 
Great Falls, Mont. ..... 
Boise, Idaho 
Salt Lake City, Utah ... 
Reno, Nev. 
Phoenix, Ariz. ......... i 
i-17.40 
i-17.90 
i-18.00 
i-20.20 


San Francisco, Calif. ... 
Portland, Ore. 

Seattle, Wash. 

Spokane, Wash. . 


Secon 


Pettit tt ttt ttt tt tt ttt tt 


— = 
Coococonmonmoe sso mm 


*Includes 1¢ city tax. **Includes 0.5¢ city tax. 


Birmingham, Ala. ...... 


192 NATIONAL PETROLEUM NEWS * March, 1957 











How to choose the 


wheel balancer 
that’s 


NEVER OBSOLETE 


—that’s ready now for 
the new 14” wheel! 


Lists 


| 
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MOST COMPLETE 
WHEEL BALANCING PACKAGE EVER OFFERED! 


@ Eye-catching new Alemite styling—plus exclu- 
sive Alemite features for faster, easier jobs! 


© FREE dealer sign to tie-in your service depart- 
ment with Alemite national advertising! 


ALEMITE 


REG. U. 5. PAT. OFF. 
CEE ARNER 
Division of STEWART-WARNER CORPORATION . 


Dept. AS-37, 1850 Diversey Parkway, Chicago 14, lil. 





PLYMOUTH 


900d reasons why 
every gasoline retailer 
should stock and sell... 


All five Chrysler Corporation cars use POWER TIP as original 
equipment —five more reasons why dealers should stock and sell 


POWER TIP to take advantage of this growing ready-made market! 


Power Tip was designed especially to meet the 
extreme demands of higher-horsepower, higher- 
compression engines in Chrysler Corporation 
cars. That’s the reason why the owners of 
Chrysler-built cars have every right to expect 
dealers to install Auto-Lite Resistor Spark 
Plugs with Power Tip—the same spark plug 
that came with their car when it was new. 


Only nine numbers give complete coverage of 


the entire overhead-valve V-8 passenger car 
market, as well as the market for most passenger 
cars that are equipped with overhead-valve 
6-cylinder engines. 


Dealers who stock and sell Power Tip are 
ready at all times to take advantage of the fast- 
growing original equipment market of Chrysler 
Corporation cars. 


THE ELECTRIC AUTO-LITE COMPANY e TOLEDO 1, OHIO 


AUTO-LITE MAKES A COMPLETE LINE OF SPARK PLUGS INCLUDING STANDARD, 
RESISTOR, SMALL-ENGINE, AIRCRAFT, DIESEL-STARTING AND TRANSPORT. 











DE SOTO CHRYSLER IMPERIAL 


AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 








POWER TIP GIVES UP TO 5 ADDITIONAL 
HORSEPOWER COMPARED 10 
NEW STANDARD TYPE SPARK PLUGS! 


Dynamometer tests prove 
that Power Tip gives up to 5 
additional horsepower com- 
pared to NEW standard type 
spark plugs operated in the 
same engine under identical 
conditions. Gain in horse- 
power is due to protruding 
tip that provides more effec- 
tive initiation of combustion. 


In addition, the Auto-Lite 
Resistor Spark Plug with 
Power Tip is hotter at low 
speeds to resist fouling, and 
cooler at high speeds to 
check pre-ignition. Power 
Tip is the only spark plug 
ignition-engineered for 
today’s engines and today’s 
driving conditions. 


Investigate the 
Profit Possibilities of 
Power Tip today! 





Put lasting 
dependability 


between 
truck and 
tank... 


Ky 























.. .with this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsibie, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
tayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 

Quaker Rubber Division, 
Philadelphia 24, Pa. 

or Quaker Pioneer Rubber Division, 
Pittsburg, Calif. 





QUAKER RUBBER DIVISION 
Cl Am QUAKER PIONEER RUBBER DIVISION 
H. K. PORTER COMPANY, INC. 
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NOW 


NATIONAL PETROLEUM NEWS 
Magazine can become an attractive 
— part of your business or 

ome library. 

These famous Jesse Jones files, es- 

ially designed for NATIONAL 

ETROLEUM NEWS Magazine 
keep your copies orderly, readily ac- 
cessible for future reference. Guard 

ainst soiling, tearing, wear or mis- 
placement of copies. 

Each Jesse Jones file will keep 1 
= copies of National Petroleum 

ews in perfect condition. 

No irritating wires to handle — 
allows any copy to be removed, 

These durable files (will support 
150 lbs) come in a rich Red & Black 
Kivar cover. Looks and feels like 
leather and it’s washable. The 16- 
carat gold lettering makes it a fit 
companion for most costly binding. 

Reasonably priced too. Only $2.50 
each, 3 for $7.00, 6 for $13.00, POST- 
PAID. Add $1.00 postage for orders 
outside U.S. Satisfaction uncondi- 
— ly guaranteed or your money 


For prompt shipment of 
these attractive files, use cou- 
pon below. 








Jesse Jones Box Corporation, Dept. W.P. (Est. 1843) 
P. 0. Box 5120, Philadelphio 41, Penna. 


Please send me, postpaid, National Pe- 
troleum News files. | enclose _.__.. [[] 
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portable “600” 
lube units 





powered by 
the new 


PURE @ eal PUMP_ 


piston. It makes the dispensing py all 


Here's a smart investment for the 


modern service station! It’s the hand- 
some “600” line powered by the new 
FIRE-BALL pump! 

The new FIRE-BALL makes the “600” 
line better than ever. The FIRE-BALL 
has the same proven design as Graco 
pumps used in pumping sealers, ad- 
hesives, putties and protective coatings 
in industry. Now this tremendous re- 
serve power .. . this high pressure 
delivery is available to service stations. 
The FIRE-BALL has a large 44 inch 
air cylinder with a balanced differential 


modern lubricants positive and fast. 
The FIRE-BALL provides dependable 


service even in the busiest lube 


department. 

Yes, the “600” line provides everything 
you need in portable lube equipment. 
Select from four matching units— 
air powered H.P.chassislubricator . . . 
gear lube dispenser . . . manual gear 
lube dispenser . . . waste lube receiver. 
Plan to invest in these deluxe “600s” 
—now even a better buy with the 
new “FIRE-BALL”™ pump! 


es | Re oleaal, 4, 


Send for the GRACO Automotive Catalog! This 32-page 
details on the “600” line as well as facts on Graco’s overhead Hose Reels and other 
time-tested units. Ask for Catalog No. 102. 





yall of the FM @ Ras 


e Twin poppet-type intake 
and exhaust valves 


¢ Seamless steel high pressure 
riser tube 

e Large ports for unrestricted 
movement of lube 

@ Ball check foot valve 

e New slotted strainer 

¢ Balanced—center fine 
design 


e Cast aluminum piston— 
micro-finished 


¢ New nylon seal guards 


e Flange mounted cylinder 


GRAY COMPANY, INC. head with “O” ring seal 


sand M facturers 
poli 13, Mi *, 





332 Graco Square * 


Min. 





Factory Branches: NEW YORK (Long Island City) © PHILADELPHIA 


March, 1957 * NATIONAL PETROLEUM NEWS 





asho 


“100” 


CONSUMER-COMMERCIAL GASOLINE PUMP 


FOR 

FLEETS, 

INDUSTRY, 

CONSTRUCTION, 

FARMS, ETC. MES J cee 


The beautiful “100” priced unbelievably low 
is the Industry’s most popular pump. For high 
priced pump appearance and features, at 
really Low cost, use the Starliner... it's your 
guarantee of the absolute maximum in per- 
formance and customer satisfaction. Under- 
writers’ approved, the “100” has big easy to 
read roller register, accurate all bronze meter, 
and delivers a fast 14 GPM from powerful 
millionproof belt-driven pumping unit. Main- 
tenance is absolutely negligible. 


Only Garboy hae all “7hnee... 


SEE PAGES 10 and 70 FOR OTHER GASBOYS 


WM. M. WILSON’S SONS, INC. 
LANSDALE, PA. 


MANUFACTURERS OF GASBOYS, KEROBOYS 


OILBOYS and ROTABOY‘ 





About Oil People 


Sweet: You don’t have to page him 


Long Man from Longview 


NOBODY EVER has any trouble 
finding six-foot-four Art Sweet, the 
new national chairman of the Oil In- 
dustry TBA Group. In the thickest 
crowds his striking proportions give 
him a built-in high visibility. 

This home-grown Texan from 
Humble Oil Co. stands both straight 
and tall, like the Texas corn in the 
song. With his free-swinging stride, 
wide shoulders, and the strong planes 
of his beaming countenance, Art Sweet 
helps prove everything is bigger in 
Texas. 

Push and Planning—No prima 
donna, Sweet is a team man who puts 
his enthusiasm into carefully planned 
sales strategy. He likes a well-organ- 
ized program that overlooks no de- 
tails, and as Humble’s TBA manager, 
that’s what he aims for. 

Sweet puts a lot of faith in TBA 
ratios. It’s now a habit for Humble 
dealers, distributors and sales districts 
to watch the rise and fall of their 
ratios. They’ve been pretty steadily 
on the rise in recent years. That bears 
out a statement Sweet made eight 
years back: “Our market is no vague, 
illusory set of figures. It’s real, for it 
crosses our driveways every day in the 
year.” 

Old Station Hand—Sweet has been 
running Humble’s TBA show since 
1946, Born and raised in Longview, 
in the piney hills of East Texas, he 
broke into the oil business appropri- 
ately, as a station operator in Denton, 
Tex. 

After an interlude as assistant man- 
ager, parts man and bookkeeper for 
a tire distributor in Denton, he went 
back to station operating—this time 
for Humble in Breckenridge. He did 
so well with tire sales there that 


Humble offered him a job as station 
supervisor in West Texas. One of his 
first assignments was introducing the 
Atlas TBA line to station commission 
agents in the area. 

Working Up—Sweet was transfer- 
red to the Fort Worth-Dallas area in 
1937, where he took charge of retail 
sales through commission stations, 
maintained a TBA stock at Fort 
Worth, and supervised training, audit- 
ing and general administrative func- 
tions. After nine years in that post he 
was transferred to Houston. 

In his new billet with the TBA 
Group, Sweet should feel right at 
home, He’s already been a vice chair- 
man and midwestern chairman of the 
organization; and a prime mover in 
its activities. ® 


Mrs. Walker: She enjoys the vista 


Woman in the Window 


THE “MADAM SECRETARY” of 
the Tennessee Oil Mens Assn. has been 
busier than most men all her life—but 
has no scars to show for it. 

Mrs. Elizabeth Walker moved into 
the TOMA executive secretary’s job in 
December, 1955, after a stint as assis- 
tant to James I. Ritchie, the previous 
office-holder. She brought with her a 
background that included owning and 
editing a weekly newspaper (“profit- 
able, too”) serving as public school 
librarian, teaching New York public 
school classes during the war (“a hair- 
raising experience”) and managing the 
office of a Nashville doctors’ clinic. 

On the Home Front—She’s also 
managed to take care of a husband 
(Mr. W. is advertising manager of Re- 
public division of General Shoe Corp.) 
and raise two daughters (one a Duke 
graduate and ad agency copywriter, 


NATIONAL PETROLEUM NEWS + March, 1957 





the other a freshman at Centre Col- 
lege). 

Mrs. Walker thinks she got into as- 
sociation work—well, casually. “They 
needed somebody and I was around. I 
guess it must have been my newspaper 
experience, or something.” 

But this guileless explanation ig- 
nores two of Mrs. Walker’s chief assets 
‘in her job: an ability to organize, and 
a personality that meshes smoothly 
with the crustiest association member. 
Whatever the reason, she revels in 
being the only lady executive secre- 
tary of a state oil men’s association. 
“I've never had so much fun,” she 
says. 

After Work—Mrs. Walker’s favor- 
ite pastime after hours is unpreten- 
tious, like the lady herself. The Walk- 
ers live on top of one of the highest 
mountains overlooking Nashville, and 
Mrs. Walker likes.to go home and sit 
looking out the windows. Says she, 
“We haven't gotten tired of that night 
view yet.” a 


Briefs ... 





Joshua S. Cosden, Jr., has been 
named assistant to the president of 
American Petrofina, Inc. (see page 
95). Formerly exploration manager 
for Cosden Petroleum Corp., Cosden 
comes to New York from Denver. 
John M. Shea, Jr., becomes marketing 
manager of the Panhandle Oil divi- 
sion, Dallas. 

* 

R. E. Coe, Coe Oil Service, Cyn- 
thiana, Ky., is the new president of the 
Kentucky Petroleum Marketers Assn., 
succeeding E. M. Bailey. J. H. Mit- 
chell, Jr., Union Oil Co., Elizabeth- 
town, takes over Coe’s former position 
as first vice president, and James D. 
Campbell becomes second vice presi- 
dent. Re-elected to head the Jobbers 
division were Charles K. A. Me- 
Gaughey, Central Petroleum Corp., 
Richmond, chairman, and Coe, vice 
chairman. 

* 

Harold Rose and James Crosby 
have been elected vice presidents of 
Economy Service, Inc., a subsidiary 
of Federal Oil Co., Newark, N. J. 
(Cities Service distributors). 

. 

Michael Singer, president of Fed- 
eral, has been elected a trustee of St. 
James Hospital. 

* 

J. A. Lentz, who has been with 
Continental Oil Co. in the Rocky 
Mountain area for 46 years, has re- 

(Continued on page 200) 
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DRIVE IN 
THE PEG 


—a with 
Prem an oil that holds the record of 
A a billions of miles of superior 

performance and protection 
under all climate, speed, 
load and road conditions. 


Available in tank cars, 
transports, drums and re- 
finer-sealed cans... 

UNDER YOUR BRAND OR OURS. 


Base oils for blending and a 
complete line of petroleum pro- 
ducts also available. 


CANFIELD ¢ ‘OlL COMPANY, cuevetano 27, ono 


Bulk and Dadlieapiais | Plants : — 
CLEVELAND, OHIO, CORAOPOLIS, PA., JERSEY CITY, N. J., MEMPHIS, TENN. 


ASK ABOUT CANFIELD’S COMPLETE LINE OF PETROLEUM PRODUCTS 








|, ELECTRIC OPERATION! 
© Fits 1/2, 3/4, and 1 Ton 3 Rate 


a | Fast, Easy, 54 
ORDER DIRECT AND Saves labor on every load: 


SAVE $150 to $170 refs 600 ibs. Rugged, all 


steel construction. Hand- 
Jiffy-Lift Is Delivered operated model we wel hs 176 
Completely Assembled. lbs.—Electric, 225 
Installs With 6 Bolts. versible motor ote he 
to prevent 


coasting. Switch 

* has built-in lock. No bat- 

$ 5 tery drag. No hydraulic 
sie sa lines, pumps, or cylinders 

tee 


to cause trouble. 
Includes Federal Excise Tax lifts 
FULL DELIVERED PRICE 


yw Rtg ny ag ORDER TODAY! 
r MID WEST BODY & MANUFACTURING ~+ Paris, illinois 
“jiffy-Lifts” 
© Electrical ©) Mechonicol 
Check enclosed [) Ship C.0.0. 0 


O Send illustrated Folder 
No. 107 
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What a field day marketers 
could have in Russia... 


@ That's the opinion of an American marketer 
who’s just been to the USSR. He’s Norman B. 
Curtice, northwestern division manager of Pure 
Oil Co., who traveled behind the iron curtain 
last fall with a group of 35 midwestern indus- 
trialists and businessmen. After touring Moscow 
and Leningrad for two weeks, Mr. Curtice came 
away with some strong impressions. But let 
him tell it: 


“OUR AMERICAN MARKETING BOYS could have 
a great field day if Russia suddenly went democratic, 
and private enterprise allowed people to own their own 
cars and buy their own fuel. What a beautiful and 
exciting scramble would develop in latching on to several 
thousand corners and erecting our fancy drive-ins there! 

That’s something to dream about at night. No scroung- 
ing around for the picked-over leftovers found in the 
American scene—Russia’s all virgin territory. 

On the trip from the airport to our hotel in Moscow, 
we were impressed by the width and cleanliness of the 
streets. Women with hoses and brooms were washing down 
the sides of the buildings, the sidewalks and the streets, 
preparing for the flow of the day’s traffic. And that 
traffic proved to be heavy. The streets were filled—80% 
trucks and the balance passenger cars, all but a few 
owned by the government. 

The Oil Information Committee has a ‘beat-up’ picture 
of a Russian filling station . . . it was my prime interest to 
find out if this ‘horrible example’ was representative. 

I saw four filling stations in our tours of Leningrad 
and Moscow, two of which were very acceptable and 
sufficiently modern. But where were the thousands of 
filling stations you would expect to see? 

The U.S. consul at Moscow told us that in his opinion 
there were less than 15 stations in the entire city. As 


One of Moscow’s handful of stations, snapped by author Curtice 


I look back on it, I believe even this is an exaggeration. 

How can cities of this size operate with streets filled 
with traffic and no filling stations? It just did not seem 
possible, but it is. All but a smattering—say 5%—of the 
motor vehicles are owned by the government, driven by 
government employes and returned to defined places each 
evening. There they are gassed, serviced and parked to 
be picked up for the next day’s go-around. So they just 
don’t need filling stations. 

But even if government control and ownership were to 
vanish, there would still be a hitch to the rosy dream 
of marketing in Russia: the good old expense account. 

If you attended a convention in Moscow, you'd surprise 
your superiors with the size of your expense account. 
A dinner at one of the good restaurants—and we found 
them good and intriguing—costs a pretty penny. The meal 
itself can run $10, although you can get by for $5 or $6. 
A bottle of domestic wine (which is excellent) registers out 
at about $7.50. Vodka, believe it or not, totals up to about 
$12 a quart. by these standards, it might be slightly 
more difficult to get someone to pick up the check!"™ 





tired. His most recent position was 
administrative assistant to the vice 
president and Rocky Mountain region 
general manager. Lentz will continue 
to live in Denver and intends to spend 
considerable time working for the 
Arthritic Foundation, which he heads. 
cm 

John H. Fenton, president of 
Drillers Petroleum Products, Inc., has 
been named distributor of Pennzoil 
Co. products in 40 central West Texas 
counties. Fenton is a director of Texas 
Oil Jobbers Assn. 


es 
William R. Patterson has become 
Eastern Kentucky district manager of 
the Gulf Oil Corp. He will be based 
in Lexington. 


® 
Dean P. Hunter, formerly district 
sales manager of Husky Oil and Re- 
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fining, Ltd., has been named manager 
of light oil marketing with headquar- 
ters in Calgary. Hunter’s appointment 
was part of a marketing reorganiza- 
tion plan that includes a division of 
sales territory into eastern and west- 
ern regions. R. F. Bostock is manager 
of the eastern sales region with head- 
quarters in Fort William, and W. F. 
Hand heads the new western region. 
Both report to Hunter. 


e 
Charles Pankratz, former manager 
of Ripon Co-operative, has joined the 
Condon Oil Co., Ripon, Wis., as man- 
ager of farm sales and credits. 


e 
R. F. Stephenson, formerly market- 
ing manager in the Lakehead area, has 
been transferred to Calgary as man- 
ager of direct refinery sales, and 
Wayne P. Cheney, formerly asphalt 


sales engineer, Winnipeg, has been 
transferred to Fort William as regional 
manager of heavy oil sales. 


4 

Dave DeTar, president of Aero Oil 
Co., New Oxford, Pa., has been 
awarded a plaque as Spinning Cham- 
pion of the Miami Beach Rod and 
Reel Club, Champions are determined 
annually on a point basis on the 
variety and size of fish taken. DeTar 
had the highest total ever recorded. 


e 
Robert G. Pugh, manager of the 
customer service department for Stan- 
dard Oil Co. (Ohio), has become a 
salesman for Canfield Oil Co., Sohio 
subsidiary. He will be headquartered 
in Coraopolis, Pa. 


a 
C. L. Parkhill, Jr., has joined Cali- 
fornia Western Gas Co. as executive 
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vice president. The firm, beadquar- 

tered in San Francisco, distributes LP- 

Gas in northern California and Idaho. 
* 

The Kansas Oil Men’s Assn. has 
elected William L. Oswald, O. K. 
Service Co., Hutchinson, president. 
Oswald has served six years as a di- 
rector of KOMA and was a vice 
president in 1956. Keith Kocher, 
Kocher Oil Co., Clay Center, was 
elected vice president, and Mrs. Elsie 
Martin re-elected treasurer. 

o 

O. B. Lloyd, executive assistant to 
Continental Oil Co.’s vice president in 
charge of marketing, has retired after 
35 years with the company. Lloyd will 
continue to live in Ponca City, Okla., 
and plans to spend his time golfing, 
sightseeing, and seeing more of his 
six grandchildren. 

* 

B. E. Tobin has been named assist- 
ant division manager of Pure Oil Co.’s 
reorganized central marketing division 
at Columbus which now covers the 
areas formerly served by the Cleve- 
land and Toledo offices. Other promo- 
tions include D. W. McCann to sales 
manager; K. A. Bergin, merchandise 
manager; H. F. Ream, re-seller man- 
ager; J. C. Egan, Columbus district 
manager, and J. A. Mihalek, branch 
manager at Pittsburgh, Pa. 

= 

New officers of the American Pe- 
troleum Credit Assn. are: M. V. John- 
ston, Guif Oil Corp., Pittsburgh, presi- 
dent, and F. L. Drake, Socony Mobil 
Oil Co., New York, vice president. Re- 
gional vice presidents are: H. M. 
Allen, Sinclair Refining Co., Chicago; 
F. J. Hutchings, Esso Standard Oil 
Co., New York; and R. W. Vanden 
Heuvel, Shell Oil Co., San Francisco. 


e 
F, W. Gill, formerly assistant man- 
ager of sales promotion and advertis- 
ing for Shell Oil Co. of Canada, Ltd., 
has moved up to manager of the de- 
partment, succeeding C. W. Chamber- 
lin, who has retired. 


* 

Col. Arnold C. Gilliam, former di- 
rector of Armed Services Petroleum 
Purchasing, ended 28 years of Army 
service on Feb. 1 to become Washing- 
ton representative for General Ameri- 
can Tank Storage and Terminal Co., 
a subsidiary of General American 
Transportation Corp. 


* 
W. E. Smith, II, has been promoted 
to Standard Oil Co. (Kentucky) man- 
ager at Owensboro. 


7 
Edward A. Tessien, assistant mana- 
ger of consumer sales in the Standard 
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“NEWTYPE” 


TANK CAR-TANK TRUCK 
GASOLINE HOSE 


“Newtype”’ is de- 
signed to assure lower 
costs for gasoline un- 
loading, from tank car 
or truck, by providing 
maximum service ef- 


ficiency . . . easier 
handling and fast, un- 
restricted flow. 


“Newtype” is really kinkproof, with its tightly braided, wire-reinforced 
carcass retaining full inside diameter even on sharp bends. The tough, 
durable brown cover, with yellow identification stripe, is highly resistant 
to abrasion and weather. It is a quality hose, in every detail, with reli- 
ability demonstrated through years of service to the Petroleum Industry. 
Sizes: 1%" to 4", in maximum lengths of 50 feet. 

“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 HOSE + BELTING - FOOTWEAR + CLOTHING 


G O O D A L AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 
Branches and Distributors Throughout the United States and in Caneda 
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Oil Co. (Indiana) office at Mason City, 
Iowa, has retired after 32 years with 
the company. Henry W. Crawford, 
formerly assistant to the northwest 
regional manager at Minneapolis, 
succeeds Tessien. 
e 

Earl Wailes of J. B. Wailes Co., 
Baltimore, Md., is the new president 
of Oil Heat Assn. of Maryland, suc- 
ceeding J. Hollis Albert, Operators 
Heat. Other OHA officers, all of Bal- 
timore, are: John Myers, Operators 
Heat, and E. N. Gorman, Cumberland 
Fuel, Inc., vice presidents; David G. 


Rittenhouse, Rittenhouse Ice & Fuel 
Co., treasurer; and Fred Gross, Fred 
Gross & Son, secretary. 

T. E. Carson is the group’s new 
executive secretary, succeeding Pat- 
rick H. Clark, who resigned. Carson, 
a life-long resident of Baltimore, was 
general manager of Sinclair’s oil heat- 
ing division in Baltimore before his 
retirement. He now heads a consult- 
ing firm, T. E. Carson & Associates, 
which had OHA as one of its clients. 


e 
Claiborne D. Gregory has been 
named executive secretary of the Vir- 





ot ©] | | I ad OF © 


” eat Atotiswr Q; ghting 


Engineered for DEPENDABILITY 





Known for QUALITY 





a Service Station ghtng Equipment 


All Weather Horizontal “T” Lights 

High Intensity Fluorescent Flood Lights 
Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 
Facade Lighting 


COMPCO CORPORATION 


2251 West St. Pal Avenue = Chicago 47, Illinois U.S. A. 
Manvfacturers of Fine Lighting Equipment for Over 25 Years 





ginia Petroleum Industries Committee, 
succeeding E. A. Kyhn, who died last 
Fall. 


Herbert W. Schilling has been ap- 
pointed assistant manager of The 
Texas Co.’s marine sales division in 
New York. 


* 

E. K. Bennett, Skelly jobber of 
Longview, Tex., has been chosen 
“Man of the Year” for 1956 by the 
Longview Junior Chamber of Com- 
merce. 


Robert L. Craw- 
ford, president of 
Pacific Oil Co., 

Fall River, Mass., 

has been elected 

president of Inde- 

pendent Oil Men’s 

Assn. of New 

England. Craw- 

ford, a Calso gas- 

oline jobber, suc- 

ceeds Robert W. 

Carney, Carney- 

Young Utilities Corp., Brighton, 
Mass., heating oil distributor. 

Vice presidents include: Carl W. 
Blanchard, Wyatt, Inc., New Haven, 
Conn., John J. Gill, Petroleum Heat & 
Power Co., Providence, R. IL; and 
John L. Matthewman, White Fuel 
Corp., South Boston, Mass. Richard 
L. Gardner of General Heat & Appli- 
ance Co., Boston, is treasurer, and 
Thomas J. Scott of Buckley & Scott, 
Watertown, Mass., is secretary. New 
man on the board is Robert W. Faw- 
cett of Robert Fawcett & Son Co., 
Inc., Cambridge, Mass. 

e 


Oram 


New managers have been selected 
for two sales division of the Standard 
Oil Co. (Ohio), in anticipation of the 
spring retirement of A. B. Caldwell, 
Cincinnati division manager. Wilfred 
Gaidry, manager of the Lima division, 
will succeed Caldwell, and will be 
succeeded at Lima by John J. Oram, 
present assistant to the marketing vice 
president in the Cleveland home office. 
Harry S. Knobel moves into Oram’s 
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spot, and Walter F. Schoenig replaces 
Knobel as staff assistant in site de- 
velopment in the home office. Nelson 
S. Bolam of home office retail sales 
takes Schoenig’s place in the Cin- 
cinnati division as dealer rental sales 
manager. 
a 

Directors of the South Carolina 
Oil Jobbers Assn. have re-elected their 
1956 slate of offices, President is W. 
G. Willard, Willard Oil Co., Spartan- 
burg; vice president, W. G. Des- 
Champs, Bishopville Petroleum Co., 
Bishopville; treasurer, T. H. Albene- 
sius, Jr., Coastal Terminals, Inc., N. 
Charleston; and secretary, W. L. 
Heinz, Central Oil Co., Columbia. 

e 

The Texas Co. has announced the 
following promotions in its sales de- 
partment: James J. De Phillippi, for- 
merly zone manager at Houston, has 
been promoted to district manager 
of the Waco district. C. H. Wooten, 
state manager of southeast Texas, 
succeeds De Phillippi, and Victor L. 
Salter, formerly state manager for 
southwest Texas at San Angelo, is 
now district manager of Texaco’s 
Port Arthur district. 


s 
Eric O. Dahl has been appointed 
assistant supervisor of special prod- 
ucts sales in the newly created fuel 
oil and special products department 
of Tidewater Oil Co., New York. 


o 

Wilshire Oil Co. of California has 
announced the following staff appoint- 
ments in connection with the com- 
pany’s expanded development: H. A. 
Vind, formerly with Union Oil Co. 
of California, has been made general 
manager of branded products; D. C. 
Lance, formerly with Axelson Mfg. 
Co., is manager of wholesale sales; 
C. P. Taylor, formerly with Pan Am 
Southern Corp., became manager, as- 
phalt sales; and Dr. R. W. Michaels, 
recently with Standard Oil Co. (In- 
diana), was named director of research. 


® 

Donald R. Skahan has been ap- 
pointed director of creative activities 
of the Oil Information Committee. 
Peter T. Mulhare succeeds Skahan 
as production supervisor, and Floyd 
F., Ackerman takes over the duties of 
advertising supervisor. 


@ 

Howard R. Justice, manager of 
special sales, Standard Oil Co, (Ohio), 
has been elected president of the 
Petroleum Club of the Cleveland 
Chamber of Commerce. Lyle S. Sal- 
isbury, area manager of Pure Oil 
Co., is the new first vice president 
of the 400-member club. 


March, 1957 + NATIONAL PETROLEUM 


The American Petroleum Institute’s 
roster of 1957 committee chairmen in- 
cludes: Aviation Technical Service: 
Aubrey Keif, The Texas Co., New 
York; Commission Wholesale Mar- 
keters Advisory: George M. Sullivan, 
Continental Oil Co., Houston; Fuel 
Oil: L. B. Fox, Socony Mobil Oil Co., 
New York; Jobber Advisory: Dwight 
F. Benton, Standard Oil Co. (Indiana), 
Chicago; Lubrication: Fred E. Rosen- 
tiehl, The Texas Co., New York; Mar- 
keting Personnel Training: Vern A. 
Bellman, Socony Mobil Oil Co., New 
York; Marketing Research: Robert H. 
Collacott, Standard Oil Co. (Ohio) 


Cleveland (incumbent); Meeting 
Assistance: N. T. Stover, Ohio Oil Co., 
Findlay (incumbent); Membership: 
Everett F. Wells, Ashland Oil & Re- 
fining Co., Ashland, Ky.; Nominating: 
H. L. Moir, Pure Oil Co., Chicago (in- 
cumbent); Operations and Engineering: 
P. W. Engels, Shell Oil Co., New 
York; Program: E. M. Toby, Jr., 
American Mineral Spirits Co., New 
York; Service Station Advisory: L. J. 
Hoar, Sinclair Refining Co., New 
York. 


e 
Kermit Kiles, formerly district sales 
manager in Oklahoma City for 
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for an investment of only “16. 4 per month. 


“HUNTER 


TUNE-IN 


Your profits pay for it fast! 


No ca have a HUNTER 
folate tials 1-the ar balancer for 
$16.14 a month ind pay f 

add $6,570 a ye er $540 per nm 


slo ite tala tale! 


New MWRTER Lite-a-tine WHEEL ALIGNER 


puts your profits on the beam! 


Super-accurate light beam method for faster, easier wheel aligning! Priced to pay 
for itself quickly, In just 5 minutes, you con make a complete front end check—caster 
...camber...turning radius...king pin inclination... wheel track...toe...center steering. 


Select the group to fit your business 


No expensive installation needed ...save valuable floor space with a portable 


model. Choose from sixteen models: 


SEE YOUR JOBBER or mail coupon! Make more profits faster, 
equipment! 


steadier... with easy-to-use, trouble-free Hunter 


Te HUNTER ENGINEERING COMPARY WPN-37 
Hunter Avenue and Ladve Road 
St. Louis 24, Missouri 
Please send complete information on the 
(1) Hunter Tune-in Wheel Bolancer 
(C Hunter Lite-A-Line Wheel Aligner 
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About Oil People 


Champlin Oil & Refining Co., has been 
named assistant manager for divisional 
sales, He will be located in Fort Worth, 
Tex. 





w 

Leonard Refineries, Inc., Alma, 
Mich., has realigned its marketing de- 
partment, consolidating three divisions 
into one. At the marketing planning 
level, R. J. Oosdyke and A. Paul Elliott 
have been named assistant directors 
of marketing. Oosdyke, formerly gen- 
eral sales manager for Leonards’ Mid- 
west division, is responsible for pro- 
grams within wholesale, private brand 
and White Rose sales. Elliott is respon- 


sible for programs within Leonard 
branded sales and is in charge of serv- 
ice station lease control and station 
expansion programs. 

T. E. Bennett, public information 
director, becomes manager of market- 
ing services responsible for advertising, 
sales promotion and sales training. 

Donald R. Nelson, general sales 
manager, directs Leonard branded 
sales, assisted by Robert Wittee, for- 
mer assistant sales manager of Mid- 
west division. R. J. Oosdyke will also 
be general sales manager of wholesale, 
private brand and White Rose sales, 
and will be assisted by William Doyle 








holed af x before you buy that 
AIR COMPRESSOR 


Here are just a few of 
the many advantages 
YOU GET WITH A CURTIS 


» Positive Unloader unloads 
compressor whenever it 
stops ... Not affected 
by power failure. 


» Fully Enclosed Vacuum 
Type Crankcase .. . 
Keeps oil in—keeps 
dirt out. 

4. Other Important Features— 
Timken Main Bearings; 
Centro-Ring Pressure Oiling ; 
Curtis-Built 
ASME Tank with ASME 


Remember... 
you can count on 


see the NEW 


Sizes 4 to 15 H. P., inclusive 


Write for Cotolog C-100 


MANUFACTURING COMPANY ¢ PNEUMATIC DIVISION 


2961 KIENLEN AVENVE «+ 


ST. LOUIS 20, MO. 





as manager of private brand sales. 
Stanley Martin is manager of the in- 
dustrial sales division. 


Warren Alpert, former president of 
Warren Petroleum Corp., Providence, 
R. IL, has been named chairman of 
the board. William H. Barry, who 
has been in charge of operations for 
the past four years, succeeds Alpert. 
Barry is also president of Potter Fuel 
Co., Inc., a Warren subsidiary. 

w 

Arthur J. Helmbrecht, vice presi- 
dent of Buckeye Pipe Line Co., New 
York, has been elected to its board. 

” 

Harold K. Seywert, vice president 
of Maritime Petroleum Corp., New 
York, has been elected president, suc- 
ceeding Joseph Joiner, Jr.. who has 
resigned. 


Murr 


Atkinson 


Esso Standard Oil Co. has an- 
nounced the appointment of four man- 
agers of new or expanded divisions in 
the New York headquarters office. 
Gordon Donald, formerly assistant 
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general manager of marketing, heads 
the reseller sales division, expanded to 
include fuel oil, aviation and LP-gas 
sales. A. R. Taylor, who has been act- 
ing as coordinator for the eight-month- 
old division, becomes reseller field 
representative. 

W. G. Perriguey has been named 
manager of an expanded consumer 
sales division, which will now include 
asphalt, railroad and solvent sales. Per- 
riguey formerly headed the sales engi- 
neering division and most recently was 
on a temporary assignment as assist- 
ant to the manager of Esso’s New 
York sales division in Pelham. 

E. K. Atkinson, formerly manager 
of TBA and specialty sales, becomes 
manager of a newly designated service 
station sales division which adds mer- 
chandising and training to his former 
duties. W. J. Murr, formerly manager 
of consumer sales, will head a new 
trade relations division. 

Robert H. Crum moves up from 
assistant manager to manager of TBA 
and specialty sales, succeeding Atkin- 
son, and Wilbur J. Reitze, former as- 
sistant manager of the sales engineer- 
ing division, succeeds Perriguey as 
manager. e 


Glen F. Nelson, Pioneer Oil & Coal 
Co., Fargo, N.D., is serving his second 
term as president of the Northwest 
Petroleum Assn. (Now a Cities Service 
jobber, Nelson switched from Tide- 
water a year ago.) 

“This job takes a lot of time,” says 
Nelson, “but it’s certainly worthwhile 
for a jobber and his association. But I 
hope they get someone else next year.” 

The entire slate of officers was re- 
elected: John Kuether, Mille Lacs Oil 
Co, (Pure), Millaca, Minn., vice presi- 
dent; John Decker, Big River Oil Co. 
(Socony), Bismark, N.D., vice presi- 
dent; and N. R. Distel, Distel Oil Co. 
(Phillips), Le Sueur, Minn., treasurer. 

Three new directors elected are: 
Darrell McKinney, Lindholm Oil Co. 
(Phillips), Cloquet, Minn.; D. R. Mar- 
tin, Martin Oil Co. (Phillips), Worth- 
ington, Minn.; and Roger Shelton, 
Falkirk Oil Co. (Conoco), Falkirk, 
N.D. — 


Thomas Walker, president of 
Walker Oil Products, Inc., of Yonkers, 
N.Y. has sold his organization to Tide- 
water Oil Co. Walker Oil Products had 
long been a Tidewater distributor in 
Westchester, Bronx and New York 
counties. e 


Ralph Overlie has been selected to 
fill the newly created position of ad- 
vertising manager for Western Oil and 
Fuel Co., Minneapolis. Overlie was 
assistant to the sales manager of the 
Dakota Farmer. 


Deaths ... 


E. J. Griffin, sales assistant to the 
vice president of Shell Oil Co.’s West 
Coast marketing division, died Feb. 1 
in the San Rafael, Calif., hospital after 
a brief illness. He was 48. 

A native of Butte, Mont., Griffin 
joined Shell there in 1930. In 1949, 
he was made assistant to the general 
sales manager in San Francisco; in 
1951, named manager of the Cleve- 
land, Ohio, marketing division; and 
in 1954, was made assistant to the 





marketing vice president in New York. 
He was appointed to his most recent 
position in 1955. “2 


M. C. Dupree, 54, transportation 
manager of the Ashland Oil & Refin- 
ing Co., died of a heart attack in an 
Ashland hospital on January 27. 

A native of Ohio, Dupree joined 
Ashland in 1928 as an assistant traffic 
manager. He was promoted to trans- 
portation manager in 1931. 

He is survived by his wife and two 
sons. a 
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Now! Get 
maximum 
protection 
against collision 
hazards 


New TOKHEIM Impact 
Check Valve 


This new safety valve guards against 
fire and possible loss of product when 
a dispensing pedestal in a remote sys- 
tem is hit. A sharp blow actuates the 
valve and shuts off the flow instantly. 
It is designed with a shear section. In 
the event the pedestal is severed from 
its mounting, the supply line is 
broken at the shear point, closing the 
valve instantly before fire has a chance 
to start. A big improvement over 
valves that rely on intense heat for 
actuation! Utilizes the same proved- 
and-tested poppet principle as in other 
famous Tokheim valves. Externally 
tamper-proof. Write for bulletin show- 
ing complete line of Tokheim valves. 


There is. no substitute 
for TOKNEIM QUALITY! 









Model 
1098 


This Tokheim 
Impact Check 
Valve is designed 

specifically for 
remote control 


+ 
ad ee 





SIMPLE DESIGN— FOOLPROOF 
MECHANISM— DEPENDABLE ACTION! 





Pendant keeps valve open during normal oper- 
ation—in no way impedes flow of gasoline. Then, 
sharp blow! Pendant disengages from the poppet 
stem (above right) closing the valve instantly. 


Write, wire or phone today! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVE. SINCE 1901 FORT WAYNE 1, IND. 








Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, inc., Shelbyville, Ind, 
Factory Branch: 475 Ninth Street, Son Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, itd., 205 Yonge St., Toronto, Ont, 








Coming Meetings 


March 


Society of Automotive Engineers, na- 
tional passenger car, body, and materials 
meeting, The Sheraton-Cadillac Hotel, 
Detroit, Mar. 5-7. 


Illinois Petroleum Marketers Assn., 35th 
annual convention, Pére Marquette and 
Jefferson Hotels, Peoria, Ill., Mar. 11-12. 


Oil Trades Assn, of New York, Waldorf- 
Astoria Hotel, N.Y.C., Mar. 12. 


Texas Oil Jobbers Assn., annual meet- 
ting, Rice Hotel, Houston, Mar. 14-16. 


Ohio Petroleum Marketers Assn., annual 
meeting, Deshler-Hilton Hitel, Columbus, 
Mar. 20-21. 


Society of Automotive Engineers, na- 
tional production meeting and forum, 
Hotel Statler, Buffalo, March 20-22. 


Florida Petroleum Marketers Assn., an- 
nual meeting, George Washington Hotel, 
Jacksonville, Mar. 21-22. 


Western Petroleum Refiners Assn., 45th 
annual meeting, Hilton Hotel, San 
Antonio, Texas, Mar. 25-27. 


April 


Oil Industry TBA Group, West Coast 
Section, Hotel Miramar, Sant} Barbara, 
Cal., Apr. 1-2. 


Michigan Petroleum Assn., annual meet- 
ing, Hotel Pantlind, Grand Rapids, Apr. 
9-10. 


Oil Industry TBA Group, Central section, 
Chase Hotel, St. Louis, Apr. 15-16. 


American Society of Lubrication Engi- 
neers, annual meeting, Sheraton-Cadillac 
Hotel, Detroit, Apr. 15-17. 


National Petroleum Assn., 54th semi- 
annual meeting, Hotel Cleveland, Cleve- 
land, Apr. 16-18. 


Independent Petroleum Assn. of Amer- 
ica, mid-year meeting, Hotel. Buena 
Vista, Biloxi, Miss., Apr. 28-30. 


AEastern Petroleum Credit Managers, 
20th annual conference, Penn Sheraton 
Hotel, Pittsburgh, Apr. 29 thru May 1. 


Assn. of American Battery Manufactur- 
ers, French Lick Hotel, French Lick, 
Indiana, Apr. 30-May 1. 


May 

AConnecticut Petroleum Assn., annual 
convention, Hotel Statler, Hartford, 
Conn., May 1. 
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Indiana Independent Petroleum Assn., 
French Lick Sheraton Hotel, French 
Lick, Indiana, May 8-9. 


Virginia Petroleum Jobbers Assn., an- 
nual meeting, John Marshall Hotel, 
Richmond, Va., May 9. 


Virginia Oil Men’s Assn., semi-annual 
meeting, John Marshall Hotel, Rich- 
mond, Va., May 10. 


Pennsylvania Petroleum Assn., annual 
meeting, Bedford Springs Hotel, Bed- 
ford, Pa., May 12-14. 


Liquefied Petroleum Gas Assn., annual 
meeting, Conrad Hilton Hotel, Chicago, 
May 12-15. 


North Carolina Oil Jobbers Assn., spring 
convention, The Carolina Hotel, Pine- 
hurst, N.C., May 12-15. 


Fuel Oil Distributors Assn. of New Jer- 
sey, 19th annual convention, Hotel 
Berkeley Carteret, Ashbury Park, N.J. 
May 15-17. 


Independent Oil Men’s Assn. of North- 
east, 33rd annual convention, Hotel 
Statler, Boston, Mass., May 16. 


Tennessee Oil Men’s Assn., spring meet- 
ing, Andrew Johnson Hotel, Knoxville, 
Tenn., May 16-18. 


American Petroleum Institute, fuel oil 
committee meeting, Seaview Country 
Club, Absecon, N. J., May 18-19. 


API division of marketing, mid-year 
meeting Chalfonte-Haddon Hall, At- 
lantic City, N.J., May 20-22. 


Gasoline Pump Manufacturers Assn., 
annual meeting, The Greenbrier Hotel, 
White Sulphur Springs, West Virginia, 
May 22-24, 


AWestern Petroleum Refiners Assn., 
Texas-New Mexico area meeting, Hotel 
Paso Del Norte, El Paso, Texas, May 
23-24. 


Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, 
La., May 24-26, 


Empire State Petroleum Assn., annual 
meeting, Hotel Statler, Buffalo, N.Y., 
May 26-28. 


National Tank Truck Carriers, annual 
meeting, Sheraton-Cadillac Hotel, De- 
troit, May 26-30. 


June 
Society of Automotive Engineers, sum- 


mer meeting, Chalfonte-Haddon Hall, 
Atlantic City, N.J., June 2-7. 


Oil-Heat Institute of America, 35th an- 
nual convention, Sheraton Plaza Hotel, 
Boston, Mass., June 3-6. 


APennsylvania Grade Crude Oil Assn., 
34th annual meeting, Penn-Sheraton 
Hotel, Pittsburgh, Pa., June 6. 


Arkansas LP-Gas Assn., annual meeting, 
Hotel Arlington, Hot Springs, Arkansas, 
June 9-11. 


Interstate Oil Compact Commission, mid- 
year meeting, Canyon Hotel, Yellow- 
stone Park, Wyoming, June 10-12. 


National Oil Jobbers Council, mid-year 
meeting, Shoreham Hotel, Washington, 
D.C., June 12-15. 


AWestern Petroleum Refiners Assn., 
Oklahoma-Kansas-Missouri area meeting, 
Broadview Hotel, Wichita, Kansas, June 
20-21. 


August 
Society of Automotive Engineers, na- 


tional West Coast meeting (date and 
hotel not available at publication). 


National Congress of Petroleum Re- 
tailers, annual meeting, Sheraton-Gibson 
Hotel, Cincinnati, Ohio, Aug. 18-23. 


September 


Society of Automotive Engineers, na- 
tional tractor meeting and production 
forum, Hotel Schroeder, Milwaukee, Sept. 
9-12. 


National Petroleum Assn., 55th annual 
meeting, Hotel Traymore, Atlantic City, 
N.J., Sept. 11-13. 


Michigan Petroleum Assn., Hotel Grand, 
Mackinac Island, Michigan, Sept. 13-14. 


AOhio Petroleum Marketers Assn., fall 
conference, Commodore Perry Hotel, 
Toledo, Sept. 18-19. 


AFlorida Petroleum Marketers Assn. 
(place not available at publication), Sept. 
19-20. 


Independent Oil Compounders Assn., 
annual meeting, Hotel Carter, Cleveland, 
Sept. 22-24. 


Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Pa., Sept. 22-24. 


AWestern Petroleum Refiners Assn., 
Rocky Mountain area meeting, Henning 
Hotel, Casper, Wyoming, Sept. 26-27. 


AFirst listing. 
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October 


AAmerican Society of Lubrication En- 
gimeers, annual meeting, Royal York 
Hotel, Toronto, Ont., Canada, Oct. 7-9. 


AEmpire State Petroleum Assn., Lake 
Placid Club, Lake Placid, N.Y., Oct. 
13-16. 


AAmerican Petroleum Credit Assn., 
Mark Hopkins Hotel, San Francisco, Oct. 
13-16. 


APetroleum Marketers Assn. of Texas, 
annual meeting, Houston (date and 
place not available at publication.) 


ATennessee Oil Men’s Assn., annual 
meeting, Peabody Hotel, Memphis, Tenn., 
Oct. 17-19. 


AWest Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
West Virginia, Oct. 17. 


ANational Assn. of Oil Equipment Job- 
bers, Peabody Hotel, Memphis, Tenn., 
Oct. 20-22. 


ANorth Carolina Oil Jobbers Assn., 
annual fall convention, Grove Park 
Hotel, Asheville, N.C., Oct. 20-23. 


ANebraska Petroleum Marketers, annual 
meeting, Hotel Paxton, Omaha, Nebraska, 
Oct, 22-23. 


Alndependent Petroleum Assn. of 
America, annual meeting, Statler-Hilton 
Hotel, Dallas, Oct. 27-29. 


APackaging Institute, 19th annual forum, 
Hotel Statler, N.Y.C., Oct. 28-30. 


ANational Lubricating Grease Institute, 
annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 28. 


November 


ASociety of Automotive Engineers, na- 
tional transportation meeting, Hotel 
Statler, Cleveland, Nov. 4-6. 


ASociety of Automotive Engineers, na- 
tional diese] engine meeting, Hotel Stat- 
ler, Cleveland, Nov. 5-6. 


ASociety of Automotive Engineers, na- 
tional fuels and lubricants meeting, 
Hotel Statler, Cleveland, Nov. 6-8. 


AAmerican Petroleum Institute, 37th 
annual meeting, Conrad Hilton and Pal- 
mer House Hotels, Chicago, Nov. 11-14. 


AAmerican Petroleum Credit Assn., an- 


nual meeting, Mark Hopkins Hotel, San 
Francisco, Nov. 13-16. 


ANational Oil Jobbers Council, annual 


meeting, Congress Hotel, Chicago, Nov. 
ag 


13-16, 
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half of above payable in advance. 

DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads. 


CLASSIFIED 





DISPLAYED RATE 

The advertising rate is $17.50 per inch for 
po gui and Business Opportunity advertis- 

mg appearing on other than a contract basis. 
EMPLOYMENT OPPORTUNITIES — $23.40 per 
inch, Subject to agency commission. AN AD- 
VERTISING INCH is measured % inch vertically 
on one column, 3 columns—30 inches— to 4 


page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division 


NATIONAL PETROLEUM NEWS, P.O. Box I 


12, N. Y. 36, N. Y. 


April issue closes March 11 tb. 








REPLIES (Pee No.): Address to office nearest you 
o Thi ublication Classified Adv. Div. 


SAN FRANCISCO: 68 Post St. (4) 


LEMON MEE 


out? 





Dacith 











rogressive Oil Company desires salesman and 
Sect manager for Alaska and Yukon Ter- 
ritory. Splendid opportunity for advancement. 
Reply in detail to P-4360, National Petroleum 
News. 


- ROQUIPMENT-ised surg 
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New Ye k me rle La 4 d ta dem cle 
ew Yor’ an n ax 
gasoline, fuel = t ay LPG trailers with 
capacities from up. Priced 
$600. 00 Write, ¥ ... or phone utler Manufac- 
turing Company, Suite Boe, 103 Park Avenue, 
New xork 7, New York. Telephone MUrray 





Illinois. Telephone WEbster 9-5 


Tank Trailers — Used — For Sale or Lease — 

Minneapolis area, 30 tandem axle coaalinn and 
fuel-oil trailers with capacities 5400 gallon 
to 7900 gallon. Priced from $1600.00. a wire 
or phone Butler Manufacturing as , 900 
Sixth Avenue, S.E., ota 
Telephone FEderal 3-8111. 











Tank Trailers — Used — For Sale or Lease — 
Birmingham area, 18 single axle and tandem 
ae: gasoline and fuel-oil trailers with capacities 
4000 to 7400 gale. Priced from 
$700. 000. Write, wire or phone Butler ,Manufac- 
turing Company, t__# Avenue “W” ° 
Birmingham 8, bama. Telephone 6-5181. 


iamelse oes. 
‘pike, 





For Sale: 200 feet on U.S. 441 ao. 
Florida Ty 


a, Realistically P 
951 N.W. 40th Ave., Ft. Law 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 1 


Sree d 3-1117 











WANTED 
EMPTY CANS 


WARREN OIL CO. 
OMAHA 8&8, NEBR. 








CONDENSERS (2) rong = STEEL 


Unused, built for hosrogsantion in petroleum process. 
Contains mm OD : a mm 1D (25/32" 


187 — 
35/64” "Stainless. 
deameter © : 98 Fe to wes. 1361 sq. 10 Site ib working 
pressure at 1100 degrees. 


papancactt SALES CORP. 
275 Hempstead Ave. 








Oil Jobber Business for Sale 


Distribution of home wagers oll, commercial and 

bm fuet oll, liquid ssphaite, Nine truck, 
trailer and oa truck fleet. Sales run 

000 annually. Location: 


trom "$730,000.00 te 


ype National Petroleum N 
330 W. Sana'ste New York 36, NY. 








Tank Trailers used 1-3000 gallon 4-compertment 
single axle Fruehauf, city oy $1150.00. 
Other tanks available. Bruce E. Hackett Com- 

ny, 1400 Kansas Avenue, Kansas City, Kansas 


hone: MAfair 1-2363. 
Two gasoline tractor-trailer units, 5500-galion 
ee Sane GMC diesel tractors. Will 
sell at bargain. P.O. Box 166, Springfield, Mis- 
court Phone 4-1861. 











Gas Plants—Selected 

Oi Beal Pane 

Petro- 

leum Marketers, 605 i to Bidg., Minne- 
apolis 3, Minnesota. 
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OPPORTUNITIES 





Business: personal or personnel: 
financial; equipment; etc., may be 
offered or located through the 
classified advertising section of 
NATIONAL PETROLEUM NEWS. 
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Rockwell Mfg. Co. 20-21 
Rotary Lift Co. “ane 
Rutledge Equipment Co. ...... 161 
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TWICE AS USEFUL 





REGULAR-ETHYL 


ETHYL ONLY 


There is no substitute 
for TOKHEIM QUALITY! 














REGULAR ONLY 


With a vertical trim 
strip extending full 
height of pump, the 
design is ideal for 
finishing in one or 
two colors. 


This new Tokheim 350 Twin is an amazing island dispenser. It 
requires only slightly more space than a conventional pump, yet 
it is actually two complete pumps in one, and is built for either 
one or two-product delivery. That means you can do twice the 
business from a given space—keep customers moving in and out 
fast when minutes are dollars. It’s a beauty to look upon too; 
with wide, clear-vision Vista-Dial easily read from any angle, 
night or day; and a center divider to separate dial numerals 
clearly. New Automatic Re-set Computer returns numerals to 
zero, and starts motor switch with one simple lever action. It’s 
the newest—and easily the finest—Twin Pump in the market. Ask 
for a demonstration today! Call your Tokheim representative! 


Write for bulletin 


TOKHEIM CORPORATION 


OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE SINCE 1901 


INDIANA 





GASOLINE PUMPS Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, ind. 


Factory Branch: 475 Ninth Street, San Fr i 3, California 
in Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toronto, Ont. 








NEW SUBMERSIBLES 


FROM &2.ec_ THE PIONEER OF REMOTE 
PUMPING AT SERVICE STATIONS... 


Ol Wey hi): "REMOVO" PUMPS 
‘3 no costly pit required 


CA) Note compact design of Erie © Pump, motor and column readily removed 
““REMOVO” Submersible. Discharge by loosening only two cap screws and turning 
head has built-in air eliminator and down two eye bolts to break seals. One 
combination spring-loaded check quarter turn frees assembly for wasy removal. 
and pressure relief valve. Eye bolts serve as lifting lugs. 


Now=—No Station is too smiill for 


JeieREMOVO’ Pumps 


With these 4% and 2 hp. “‘Removos’’, Erie offers e snomy 

in first cost and operating cost. Now it is practical for any 

size service station to be Erie REMovo Pump equipped. 

Any station can deliver gasoline by ‘‘push pumping” 

regardless of volatility of product, temperature or altitude. 

Write for Bulletin Form 1632. te) Removing the complete column assembly 
of a “REMOVO” does not disturb the check 
valve which holds the product in header. 


Entire assembly extractable through 4-inch 
opening. No special tools needed. 


METER SYSTEMS, Inc., Erie, Pennsylvania 
Sates Offices. Chicago Denver Kansas City, Mo. New York Philadelphia 


Atlanta Cleveland Detroit Les Angeles Oakland, California Portland, Oregon 
Boston Dallas Erie New Orleans Omaha Seattle 





